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hy does Peter Paul find television ideal medium? 


buying gains in many product group divisions 


SPECIALIST 
IN 
SPOTS 


‘Watch your sales grow up—when you fol- 
low the lead of the many alert national 
advertisers, who are spotting their TV 
dollars on these great stations. 


Raleigh-Durham 
Rochester 


Television Division 


foward Petry & 'Co., Inc. 


The Original Station 


Representative . .Minneapolis-St. Paul 
Nashville 
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WHEELING: |/lHUUh TV MARKET 
One Station Reaching The Booming Upper Ohio Valley 


No. 17 
WTRF-TV Image Series 
FASHIONS 























(SWbin.Snodles 


Fashions for smart women, 4y smart 
women in a market where the buying 
habits of a// women are constantly in- 
fluenced by advertising on WITRF-TV. 
With new expansion near completion, 
the Bobbie Brooks 300 employee pay- 
roll will soar above the million dollar 
mark, BB—another growing industry 
comprising the rich, busy and boom- 
ing WTRF-TV Wheeling Market. 
Here, in a 36-county area, two million 
people with an annual spendable in- 
come over 2% billion dollars, spend 
at 7,500 retail outlets and ring up 
nearly two billion dollars yearly in 
retail sales. People who work, people 
who spend, people who find WTRF- 
TV worth looking into! 
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BELLAIRE GARMENT COMPANY, Bellaire, Ohio (Faust 3 miles 
from Wheeling on the Ohio side) One of the 11 plants producing 
— smart, nationally famous Bobbie Brooks Fashions for Women. 





For availabilities, call Bob 


Ferguson, VP ond Gen. Mey. 316,000 watts NBC network color 


or Needham Smith, Sales Manager, e 
ot CEdar 2-7777. 


Notionol Rep., George P. WHEELING 7, WEST VIRGINIA 


Hollingbery Company. 


eaching a market that’s reaching new importance! 
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/ Piel’s Beer is sponsoring 
INTERPOL CALLING, \ 
starring Charles Korvin as 
Inspector Paul Duval 
on New York’s WPIX, 
Sunday nights at 10:30. 


/ 
y 23 SUMMER—HOT AND COLD | 
| 

| Now Interpol’s story, 
\ 
\ 


New programs, convention coverage to provide big 


-we . ‘ 2 : 
boost to hot-weather re-run season edits Six adie tas toon 
reading about in 


28 SWEET SUCCESS Reader’s Digest and other 
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Peter Paul, Inc., finds television is ideal for the \ sensi amen a j 
promotion of its candy-bar products Po a 
\ presented by / 
30 COLUMBIA’S NEW GLEAM | \ Piel’s. Pa 


New corporate image, different attitudes emerging | 
under SG’s changed management team 


32 ADVERTISERS GET A BREAK 


RCA executive says the company’s new tv equipment | 
gives a sponsor more for his money | 
| 





34 BUDGET BOOSTS 


Tobacco, automotive, food and drug, sponsors all 
increased expenditures during °59 


43 SEVEN-YEAR SAGA 
WWLP-TV’s Highlights chalks up 1.500 programs and 


Sounds 
great, Bert. Just \ 
like you and me, 








° © 
7,000 guests for a single sponsor / INTERPOL CALLING \ 
| and Piel’s make a 
-fire selli 
DEPARTMENTS cng 


| combination. And if I may 
make one small pun, 
7 Publisher’s Letter 49 Wall Street Report both Duval and Piel’s } 





Report to the readers The financial picture \ always keep their 
\ heads . .. in any 
situation. FA 
a 10 Letters to the Editor 
j 51 Spot Report \ 4 
a The customers always write a 
— Digest of national activity _—— 
N | 13 Tele-scope . ‘INTERPOL CALLING’ 
What's ahead behind the scenes 62 Audience Charts the new television series that 
= Who weiches what Bert, Harry, Blitz-Weinhard, 
a 17 Business Barometer Pfeiffer’s, Labatts, Miller High Life, 
> miles Measuring the trends Santa Fe Winery and so many 
lucing 73 In the Picture other kinds of advertisers are 
omen. buying, buying, buying! 


18 Newsfront Portraits of people in the news 
The way it happened 
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MON. (ADVENTURES IN PARADISE) 9:30-0:30 


PICK 
AN HOUR FROM 
91010 


YOU'LL BE PICKING THE KIND OF PRIME-TIME PROGRAMMING 
THAT MAKES ABC-TV AVERAGE OUT FIRST* 


SOURCE: NIELSEN 24-MARKET TV REPORT, WEEK ENDING APRIL 10, ALL SEVEN NIGHTS 8-10:30 PM, NYT. 








THURS. (THE UNTOUCHABLES) 9:30-10:30 PM 


= 


<3 


IT’S THE 
SAME KIND OF PROGRAMMING 
THAT MADE THESE ABC 
SHOWS FIRST' 





LAWMAN 
WYATT 


REAL 
ROBERT TAYLOR 
THE D 
WALT DISNEY 
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Letter from the Publisher 


Response to Service Report 

The response to the public-service issue (April 4, 1960) which 
this journal received from Washington was the largest in the five- 
year history of the TV AGE annual survey. The reception was uni- 
versally favorable. 

Senator Frank Church of Idaho speaks of the “impressive record 
which television has compiled and is compiling in the public-service 
field.” Senator Sparkman of Alabama says: “I note with interest the 
fact that in the last five years television stations have donated over 
one billion dollars in time and talent.” 


Senator Gordon Allott of Colorado points out that “there is little © 


question that the industry was found remiss in several areas in 
recent Congressional hearings,” then continues: “The article points 
up the solid foundation upon which the broadcast industry can base 
its growing importance to the American community. Television in 
particular provides a cultural and educational program for literally 
millions of people who can obtain it no other way. 

“Doubts as to the maturity of the industry fade away in the light 
of this and other forms of very real public service . . .” 

Altogether, the response to the TV AGE survey seems to prove once 
more how important it is for the television industry to make the 
facts about itself available. 

A comment from Rep. John V. Lindsay of New York emphasizes 
this need. “I have pressed hard for an understanding of the im- 
portance of the television industry (particularly the networks) as- 
suming a greater responsibility for the public interest,” Mr. Lindsay 
says, calling attention to a recent speech he made before the 
Women’s Press Club of New York. 

In that he cited the quiz scandals, payola and deceptive com- 
mercials, adding that to many these have indicated tv “has failed 
to live up to the responsibility imposed upon it by its very nature. 
It is axiomatic,” he said, “that such failure, confirmed and pro- 
longed, leads to the alternative, which is governmental action. My 
guess is that if legislation were presented next week to the Congress 
to license the networks, the bill would pass and there would be few 
to question that it would not be in the public interest... ” 


The Temper of Congress 


Rep. Lindsay is a conservative Republican with a conscientious 
record. It seems evident that he is personally in favor of some form 
of government licensing for networks. Undoubtedly many other 
influential Congressmen feel the same way. 

Network and station executives alike must face up to this Con- 
gressional climate. It is a time when broadcasters on every level 
must give more attention to their industry image in Washington. 
It would be time well spent if broadcasters would take every op- 
portunity to sit down with their Congressmen and explain plans and 
problems. 

These are reasonable men. They understand the importance of 
the broadcasting media. Most broadcasters are anxious to fulfill 
their public trust in every particular. More understanding in Con- 
gress might help insure the continuance of free and uncensored tele- 


vision in the American tradition. 
Cordially, 


| ONE 
MOVE 
TAKES ALL 






LANSING 
JACKSON 
BATTLE CREEK 


“WU 


CHANNEL 


The King of the Golden Triangle takes all 
three mid-Michigan markets with a city 
grade signal and gives you the jump on 
46% of the state’s population (outside De- 
troit). Nationally 11th in Retail Sales*, 
26th in TV Households**. Check these 
facts with Venard, Rintoul & McConnell, 


Inc. Your move! 


*SRDS Consumer Market Data 
**Television Age 100 Top Markets — 11/30/59 











LANSING 
WL) elf Y JACKSON 
BATTLE CREEK 
CHANNEL 10 


| SERVING MICHIGAN'S 


GOLDEN TRIANGLE 


| Associated with ] WILS -Lansing, WPON — Pontiac 
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of any Boston TV station 


— 193 compared to 148 for the second-place station. 
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And look at these other facts about WBZ-TV! @ Most local air personalities — more 
_ than any other Boston TV station. m@ Most newscasts of any Boston TV station. 
@ Public service programming — 234 hours and 12,667 spot announcements contributed 


last year to 203 charitable projects. m Largest TV share of audience.* m Most awards 
of all Boston TV stations. *ARB 


That’s why in Boston, no TV spot campaign is complete without the WBC station — 


§ Represented by Television Advertising Representatives, Inc. WBZ a | V 


w>E (SC) WESTINGHOUSE BROADCASTING COMPANY, INC. =} BOSTON 
7 i 









Public Service 
. .. Lam glad to have the “Public- 
Service Report.” 


Oren Harris 
Representative 
Fourth District, Arkansas 


. . . I was quite interested in the 
description of public service in the 
broadcast industry . . . There is little 
question that the industry was found 
remiss in several areas in recent Con- 
gressional hearings. In some instances 
remedial action was indicated, in 
others the industry displayed ma- 
turity and sound judgment by im- 
mediately initiating corrective meas- 
ures on its own. 

The article points up the solid 
foundation upon which the broadcast 
industry can base its growing im- 
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portance to the American community. 
Television, in particular, provides a 
cultural and educational program for 
literally millions of people who can 
obtain it in no other way. Doubts as 
to the maturity of the industry fade 
away in the light of this and other 
forms of very real public service, 
plus the continuing, original effort 
by networks and individual stations 
alike to expand and improve such 
service. . 
Gorpon ALLOTT 
U.S. Senate 
Colorado 


I have read with interest the April 
4th issue of TELEVISION AGE on pub- 
lic-service activities of television. . 

EMANUEL CELLER 
Representative 


New York 


. .. I think it is most appropriate 
that you dedicated the lead story to 
the question of public-service broad- 
casting. I note with interest the fact 
that in the last five years television 
stations have donated over one billion 


dollars in time and talent. This vyol- 

untary contribution is a tribute to the 

television industry’s interest in serv- 
ing the public. .. . 

JouN SPARKMAN 

U.S. Senate 

Alabama 


J 


~ 


The impressive record which tele- 
vision has compiled and is compiling 
in the public-service field well war- 
rants the fine acknowledgment TELE- 
VISION AGE published in the April 4th 
edition. 

FRANK CHURCH 
U.S. Senate 
Idaho 


... April 4th issue of TELEVISION 
AGE . . . is most interesting and in- 
formative, and I appreciate your 
thoughtfulness in making it avail- 
able. ... 

Mitton R. Younc 
U.S. Senate 
Ohio 


. .. I have always supported the 
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theory of educating and informing 

the citizens of our country through 
any public-service medium. . . . 

Joun SHERMAN COOPER 

U.S. Senate 

Kentucky 


... | am pleased to have a copy 
of this issue. ... 

J. W. FuLsricut 

U.S. Senate 


Arkansas 


. I am pleased to have this 

magazine. .. . 
Wittiam M. McCuttoc# 
Representative 


Fourth District, Ohio 


... 1 appreciate your . . . “Public- 
Service Report.” . . 

PauL G. Rocers 

Representative 

Sixth District, New Jersey 


. a timely idea on the public- 
service issue, and the industry is 
obligated to you for having sum- 


marized its contribution in this field. 
J. C. KeLttam 

General Manager 

KTBC-TV Austin 


Carling Article 

. . . your article on the activities 
of our company. We are pleased with 
its factual presentation of our cor- 
porate structure and history, as well 
as its placement of Carling in the 
field of advertising, as derived from 
industry figures. You may be sure 
that we appreciate the attendant pub- 
licity obtained from your article in 
view of the stature of your publica- 

tion in the industry. 
ARNOLD C. GRAHAM Jr. 
Director of Advertising 
and Promotion 
Carling Brewing Co. 


The article in the March 21st is- 
sue of TELEVISION AGE on the growth 
of the Carling Brewing Co. and our 
utilization of broadcast media that 
has contributed so greatly to. that 
growth was read by all our manage- 
ment people with gréat interest ate 


would like to express our apprecia- 
tion to . . . your fine publication. 

Dorian St. Georce 

Television & Radio Manager 

Carling Brewing Co. 


Clean Slate 
... | am sending you the enclosed 
notes for the talk I gave at the White 
House Conference on Children and 
Youth. Thought this would interest 
you because it is quite a contrast to 
the wholesale condemnation of the 
industry. 
Frances R. Horwicu 
Ding Dong School 
Hollywood 
Note: The “notes” consisted of four sheets 
of totally blank paper. 
Finance on tv 
. .. send us reprints of any articles 
you may have published regarding 
television activities in the consumer 
finance field. . . . 
Rita EastMAan 
Chief Time Buyer 
Van Sant Dugdale 


Note: “Household Finance,” Oct. 19, 1959; 
“Banks and Savings Institutions,” March 9, 
1959. 


*K spells SCUBA—short for the Self-Contained- 
Underwater-Breathing-Apparatus that has enabled 


millions to discover an exhilarating new world. 


Now tens of millions who like a story swirling 


with action, spilling over with thrills, buoyant with 


human spirit and peopled with characters they can 


root for will experience their own exhilaration 


when they watch this sea-fresh new show. 


Thirty-ning new half-hours, starring Bill Williams, 


swimming champion as well as movie star. Let 
ASSIGNMENT: UNDERWATER fly your ensign 

in your own ocean! Wigwag your interest to 
Harold Goldman, NTA, 9570 Wilshire Boulevard, 
Beverly Hills, California, CR 4-0411 * A subsidiary 


of National Theatres & Television, Inc. 


NTA 
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Plan your Spot TV budget. Plan your 
market list. Plan your station list. You 
can do all three better with Avery- 
Knodel’s 1960 Second Edition of “Spot- 
light on the Southeast .. . Land of Mar- 
keting Opportunity.” 


In the report you'll find a wealth of such 


surprising and significant marketing 
data as this: During the past year alone 
in the Southeast’s nine states — Popu- 


lation is up 480,000 . . . spendable 
income up $1.2 billion. You'll learn 
about viewing habits in 642 million TV 
homes . . . about economic trends in 
relation to the rest of the country... 
and the reasons for them. You'll find out 
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get 

your 

Free Copy 
today 


a New 
Measurement 


of a 
Booming 
Market 





NATIONAL ADVERTISERS GET HELP THESE 
3 WAYS FROM SOUTHEASTERN MARKET-MEDIA 
STUDY JUST RELEASED BY AVERY-KNODEL . .. 


why television penetration is growing 
far faster in the Southeast than in any 
other area. You'll discover how and why 
Spot TV is the best answer to your mar- 
keting opportunities in this booming 
region. 


This report to national advertisers and 
agencies is yours for the asking. Use the 
coupon. But do it now. The edition is 
limited. : 


ATTENTION, STATION MANAGERS! If 
you are in the Southeast, you are en- 
couraged to use this revealing study to 
promote your own market. Because this 
calibre of research and promotion, plus 


individual market promotion, is typic 
of Avery-Knodel’s Station Represent 
tion, you are welcome to use this study$ 
contents. 


Mail This Coupon Today! 
AVERY-KNODEL, INC. 
720 Fifth Avenue, New York 19, N. ¥. 


YES, please send me a copy of “Spotlight ) 
on the Southeast...” 

Name 

Firm 

Your position 

Address 

City 
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Buyers Spend More 

Timebuyers are not only better paid than they were 
two years ago, but they are buying larger amounts of 
time than ever before, a TELEVISION AGE survey reveals. 
While men buyers outnumber women, women buyers’ 
total time purchases per buyer compare favorably with 
those of men. In the salary department, however, mcn are 
more than 20 per cent ahead. A complete report on the 
average timebuyer will appear in the May 30th issue of 
the magazine. 


Video Gets Biggest Bite 

“Television will get the heaviest part of the multi- 
million-dollar budget we've set up for Telar,” said W. W. 
Carty, advertising manager for the new permanent auto- 
mobile-radiator product from E. 1. du Pont de Nemours 
& Co., Inc. In addition to a commercial on next fall's 
Du Pont Show of the Month, minute participations have 
been set in a large number of shows on ABC-TV and 
NBC-TV. “One of the things we know tv will do for us,” 
said Mr. Carty, “is to teach the public the product name 
is Tell-r, not Tee-lar.” The unveiling will take place in a 
late-September-to-December period, saturating motorists 
at anti-freeze time. BBDO, New York, is the agency. 


Two More Commercials Makers 

Two new enterprises were formed in the past fortnight 
to engage in commercials and industrial film production. 
On the west coast, Allied Artists Productions, Inc., has set 
up an Informational and Commercial Films Division in 
Hollywood which is headed by Jack L. Copeland. The AA 
division has made an arrangement with Movietone News 
for studio facilities for east-coast production and also 
maintains a sales office in the east. Also in the east, 
Martin L. Low and Robert McCahon have formed Pro- 
ducing Artists, Inc., a new commercial production house. 
Both executives were previously with Robert Lawrence 
Productions, Inc. 


More from Mazola 

Non-prime minutes and a sprinkling of ID’s get under 
way this week in a scattered group of markets throughout 
the midwest, New England and the south for Mazola 
Cooking Oil, a product of Corn Products Co. The sched- 
ules will run six to eight weeks in most instances. Sally 
Reynolds is the timebuyer at Lennen & Newell, Inc., New 


York. 


Amoco Runs Out of News 

Amoco, which had dropped syndicated programs in 
favor of news and weather buys and participations, last 
week was reported to have moved back into syndication. 
Not true, says Charles Brocker, media director of Joseph 
Katz Co., Amoco’s agency. It seems the advertiser was 


WHAT’S AHEAD BEHIND THE SCENES Te le = Ss Cc Op mal 










unable to line up enough news/weather programs in the 
right time periods in its regional spread of approximately 
60 markets and so, in more than half of those, bought 
participations in programs. “But we’re not in syndication. 
We are in spot. In some instances it looks like we're the 
sponsor because we’re on a major-minor basis. But we're 
only buying participations and have no control over the 
programs.” 


Spot for Sponges 

What is categorized as a “test campaign” starts this 
month in a few scattered areas for O-Cell-O sponges, the 
only nonedible product made by General Mills, Inc. 
Housewives will be aimed at in the brief placements. As- 
sistant timebuyer Ken Stein is the contact at Dancer- 
Fitzgerald-Sample, Inc., New York. 


AFM Clarifies Agency Hiring Role 

Advertising agencies which had assumed they could 
deal directly with musicians in the production of tele- 
vision and radio announcements, following a recent con- 
tract signing between the American Federation of 
Musicians and the Musical Commercial Producers As- 
sociation, were brought up short last week by a clarifying 
statement from the AFM. “The letter of adherence (signed 
by most agencies) does not authorize any agency to hire, 
pay and deal directly with musicians, unless the agency 
is signatory to the actual collective agreement,” says the 
AFM. Agencies have not signed the contract because of 
certain restrictive clauses in it governing overseas pro- 
duction. 


Jus’ Keep Rollin’ Along 

Wagon Wheels, the macaroni-shaped-like-wheels prod- 
uct of Buitoni Foods, continues to add new markets for its 
live-personality kid-show schedules of minutes. Portland, 
Me., and Scranton are the latest areas set, with 13-week 
placements in earlier markets just renewed for another 
cycle. Spot news should be made by another product the 
company is about to unveil—one designed to take ad- 
vantage of the big interest in space exploration. Details 
are withheld, but a second budget, in addition to the one 
for Wagon Wheels, will be provided. Larry Butner is the 
buying contact at Albert Frank-Guenther, Law, Inc., New 


York. 


Spot’s Gain, Networks’ Loss 

Having used spot last fall as a supplement to network 
participations, Ansco Photo Division of General Aniline 
& Film Corp. is switching completely to local placements 
in a drive starting the middle of this month. About the 
top 60 markets get three weeks of late-night minutes on 
Ansco cameras, with a fourth week following after a 
seven-day hiatus. Benton & Bowles, Inc., New York, is 
the agency; Howard Gerber is the timebuyer. 
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Get the TV Tape System 
with a “MATCHED” line of | F 


RCA TV Tape Recorder e RCA Video Equipment « RCA TV Film Equipment « 
RCA Audio Equipment « RCA Switching and Special Effects e RCA Film Recording 


Equipment (Studio or Mobile— Monochrome or Color) 


Y 
SEE THE MATCHED LINE AT THE SMPTE CONVENTION, INCLUDING THE ( > 
ALL-NEW 41/2" IMAGE ORTHICON TELEVISION CAMERA ie 
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: Program Production Equipment 


With an RCA TV Tape System you get equipment that is designed for incorpora- 

tion into a complete package. You get everything you need from one reliable 
source of supply—from cameras to TV tape recorders, including audio, switching, 
and special effects. You obtain equipment with a background of experience that 
is without equal in the film and television industries. You get the finest pic- 
tures—both color and black-and-white . . . Why risk the chance of failure with 
unmatched equipment when you can get equipment from RCA that is matched— 
both electrically and mechanically—to work in a system. 


ee ailable. Se r RCA 


> R, bs ne. as , RCA. Dept. G-27 Buildir 15-1. ¢ j VJ 
RCL \) ADIO CORPORATION of AMERICA 
isda BROADCAST AND TELEVISION EQUIPMENT « CAMDEN, N. J. 


a 
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WJAR-TV 


PROVIDENCE, R.I. 













Compliments by the sackful! | 


Across our desk come letters of honest and before have I enjoyed watching television 
sincere praise like the letter from the Navy as much.” The satisfaction of our viewers, 
wife who wrote: ‘Your station has always af- Poa as expressed by the volume and content of 
forded the finest entertainment . . . we have our mail, is more impressive, we think, 
lived in many parts of the country and never ‘S| than any rating picture could be. 


|@2 


Represented by 


CHANNEL 10 - COCK-OF-THE-WALK IN THE PROVIDENCE MARKET 


[= 
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Business barometer 


Local billings gained in February, while network totals were off a fraction, the 
TELEVISION AGE Busi- NETWORK BUSINESS 


Feb. Mar. Apr. May June July Aug. Sept. Oct. Nev. Dec. Jan. Feb 
ness Barometer survey —_——-- — 


indicates. 








A gain of 4.2 per cent in 
local business over 
that in January was 
reported for February, 
while network billings 
for the same period 
were off 1.4 per cent. 


130 











120 


1957-58 


110 
| At the same time, the TV AGE 
survey shows that 
local billings in Feb- 
| ruary were 10.7 per 
cent ahead of those in 
the same month a year 
ago. Network billings 
for February were up 
4.8 per cent over 
those in 1959. 
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A Feb. off 1.4 per cent under Jan. 











The year-to-year increase was B_ Feb. 1960 up 4.8 per cent over Feb. 1959 
not quite as great as it was in 1959 when the local gain over 1958 was 12.5 
per cent and the net- LOCAL BUSINESS 
work increase was 6.5 Feb. Mar. Apr. May June July Aug, Sept. Oct. Nov. Dec. Ja 
per cent. 


The month-to-month gain in 
local was about the 
same as _ in 1959 when 
there was an increase 
in February over Janu- 
ary of 4.3 per cent. 
In 1957 there was a 
loss of 6 per cent. 
The patterns can be 
followed easily in the 
charts on this page. 














| 
| The monthly loss in network of 


| 1.4 per cent was less 








than the loss in Feb- 
ruary 1959 when bill- 
ings were 3 per cent 
less than in January. 
In 1958 the decline 

| was 6.9 per cent for 
the same period. 











Gains in all three divisions 
. A Feb. up 4.2 per cent over Jan. 


of telecasting bill- B_ Feb. 1960 up 10.7 per cent over Feb. 1959 
ings may be expected in March. 





A report on national spot billings in March will be published in the May 16th issue 
of the magazine. 
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THE WAY IT HAPPENED Newsfront 


Side-by-side debates could swing election . . page 18 
Color-tube demand doubled, RCA reports . . page 18 
Tv helps boost U.S. coffee consumption . . . page 48 


Tv and the Election 


NBC’s offer to give Democratic 
and Republican nominees for Presi- 
dent an opportunity to appear side- 
by-side in prime evening time in one- 
hour Meet the Press sessions could 
give the American people one of their 
best opportunities to compare the 
personalities of the principal candi- 
dates for the nation’s most important 


office. 
With ABC-TV and CBS-TV promis- 


ing similar get-acquainted programs, 
television’s ability to let the voter 
“meet the candidates in the flesh” 
and form his own opinions might 
well be the deciding factor in the 
election itself. 


This is the first important appli- 
cation of the decision of Congress 
last year to allow political candidates 
to appear on regularly scheduled 
news-interview programs and news- 
casts without the network or its sta- 


tions running afoul of the equal-time 
restrictions of Section 315 of the 
Communications Act. 


Decision to offer the NBC-TV pro- 
gram was announced by Robert W. 
Sarnoff, chairman of the board, in a 
talk before the Academy of Tele- 
vision Arts and Sciences in New York 
City. The schedule would begin eight 
weeks before election, the Meet the 
Press program would be extended to 
one hour in length and the time 
changed to Saturday evening in place 
of World Wide °60 (9:30-10:30 
p-m.). 

“On six of the eight weekly pro- 
grams leading to Election Day,” Mr. 
Sarnoff said, “each major presiden- 


tial candidate will get an equal chance 
to reply to well-informed questions 
by impartial, trained journalists— 
courteous but skilled questions de- 
signed to bring out their views clear- 
ly and effectively on the matters 
uppermost in the voter’s mind.” 








It was during this interview program on wtRF-TV Wheeling, W. Va., that 
Senator John F. Kennedy agreed to meet Senator Hubert H. Humphrey in a 
televised debate. Shown (Il. to r.) are Jennings Martin; George Diab, station 
news director; Senator and Mrs. Kennedy, and Bill Criswell. 
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Each of the programs will be de- 
voted to a major national issue or 
group of issues, designated in ad- 
vance, with the final one before elec- 
tion day treating with the highlights 
of the issues developed in the cam- 
paign. In addition, one program will 
be devoted to a session with the two 
vice-presidential candidates, and an- 
other will present minor candidates 
for President. 

The network is also planning to 
present a debate between Democratic 
candidates John F. Kennedy and 
Hubert H. Humphrey during the 
West Virginia campaign. These face- 
to-face debates will be presented 
through the facilities of WTRF-TV 
Wheeling. The NBC-TV affiliate first 
proposed the debate and obtained the 
consent of both parties to it. 

The Wheeling station’s news direc- 
tor, George Diab, obtained Senator 
Kennedy’s acceptance of Senator 
Humphrey’s challenge during an in- 
terview on the station. Prime time 
will be used for the exchange. 

Mr. Sarnoff explained that the net- 
work would carry the debate in spite 
of the equal-time burdens of Section 
315, since it would come before the 
conventions and “could give rise only 
to a limited number of claims for 
equal time. Since this is a Demo- 
cratic primary contest, our only 
obligations under Section 315 would 
be to bona fide, qualified candidates 
for the Democratic nomination . . . 
relatively few contenders have com- 
mitted themselves.” 


Double Tube Output 


Tints, anyone? 

Evidently the Radio Corp. of 
America thinks that offer will be 
taken up by many. RCA is proceed- 
ing to double its color-set production 
(as announced a short time ago by 
Gen. David Sarnoff) and is already 
turning out multichrome picture 
tubes twice as fast as in spring 59. 

These developments were reported 
by P. J. Casella, RCA executive vice 
president on consumer products, in 
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the company’s first 1960 release on 
color, wherein it was revealed that 
actual sales of the firm’s color sets 
in the first quarter were up better 
than 40 per cent over the same period 
last year. 

Increased production is necessary, 
Mr. Casella noted, for a number of 
reasons. One, the 40-per-cent increase 
constitutes the greatest quarterly up- 
turn in the six-year history of color- 
set sales. Two, the surge came not at 
Christmas or in the fall when buying 
activity is high but during a rela- 
tively slow sales season in general. 
Three, increased sales mean depleted 
inventories at many dealers’ stores 
—at a time when dealers have 
learned color can be promoted and 
profitably sold. 

“It is significant that dollar vol- 
ume has increased at a rate compar- 
able to sales,’ Mr. Casella said, “since 
the price structure in color tv has 
been stabilized for several years.” 


Adding a second production line 
at its Bloomington, Ind., plant, RCA 


expects the momentum of color sales 


to continue, with the replacement 
market and new two-set families pro- 
viding extra impetus, along with new 
promotional activity from other man- 
ufacturers in—or about to enter—the 
color field. 

“It is estimated,” said Mr. Casella, 
“that about seven million families 
will replace their aging tv sets in 
1960; the number of households with 
more than one receiver is constantly 
growing. A substantial portion of 


these families will undoubtedly buy a 


color tv set.” 


Citing recent dealer promotions as 
helping cause the color upswing. the 
RCA executive noted that a 17-hour 
colorcast schedule on KMTV Omaha 
in cooperation with the Sidles Co., 
an RCA Victor distributor, resulted 
in 200 color-set sales in a single week. 
A Detroit dealer opened a “color- 
vue” store in 1956 to sell color sets 
and plans to open his third and 
fourth stores by year-end. In Des 
Moines, the Mitchan Tv store re- 
ported nine out of 10 home demon- 
strations result in color sales. 


Art Directors’ Awards 

An award of distinctive merit in 
advertising design was given to the 
CBS Television Stations division this 
month by the Art Directors’ Club of 
New York. The award, the only one 
to go to a print advertisement for a 
television property, was given to 
Mort Rubenstein, creative director, 
advertising and sales promotion, CBS 
Television Stations division. The late 
William Golden was given a similar 
award for a direct-mail piece for 
CBS.-TV. 

Gold medals were awarded to two 
television commercials at the ADC’s 
39th annual national exhibition of 
advertising and editorial art and de- 
sign, and three other commercials 
received awards of distinctive merit. 
Medal winners were Robert Gage of 
Doyle Dane Bernbach for a Philip 
Morris Alpine commercial produced 
by Elliot, Unger & Elliot (Music 
Makers did the score) and John Wil- 
son and Stan Freberg for an Instant 
Butter-Nut coffee commercial (Buch- 
anan-Thomas) produced by Freberg, 











CBS FILMS © 


Winner of award of distinctive merit in trade advertising 


Ltd.-Fine Arts Productions. The latter 
award was for full animation and the 
former for live action. 

One live-action and two animated 
commercials were given awards of 
distinctive merit. In the live-action 
category, Stephen Frankfurt of 
Young & Rubicam was cited for a 


Johnson & Johnson commercial pro- 
duced by On Films, Inc. Alex Ander- 
son and Fred Crippen received an 
award for a Rival Dog Food Co. 
animated commercial (Guild, Bascom 
& Bonfigli, Inc.) which was produced 
by Pantomine Pictures, Inc. Saul 
Bass & Associates was cited for an 


Olin Mathieson Chemical Corp. 
animated commercial (D’Arcy Ad- 
vertising) which was produced by 
Playhouse Pictures. 

The award of distinctive merit 
given to Mr. Rubenstein was for a 
trade ad on behalf of CBS Films’ 
Trackdown. The award to Mr. 
Golden, who was also given a special 
commemoration for a lifetime de- 
voted to “the highest principles of 
creative design,” was for a promo- 
tional piece on behalf of a CBS-TV 
production of Hamlet. 

The ADC’s television jury this year 
consisted of the following: William 
Duffy, television art director, Me- 
Cann-Erickson, Inc.; Al Kouzel, Gene 
Deitch Associates; J. Wesley Doyle, 
art director, McCann-Erickson; Jack 
Goodford, Elektra Film Productions, 
Inc.; Marvin Kunze, Young & 
Rubicam, Inc.; Jim Manilla, tele- 
vision producer, McCann-Erickson; 
Jack Moment, Kenyon & Eckhardt, 
Inc.; Lee Savage, W. Lee Savage 
Film Design, and Howard Zieff, pho- 


tographer. (Continued on page 48) 
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KIM HUNTER AND DANE CLARK IN 7HE CLOS/ING DOOR ON “‘THE PLAY OF THE WEEK’’—AN NTA RELEASE 
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It’s “SCOTCH” BRAND Video Tape “Live” Action for 


“THE PLAY OF THE WEEK” 


[] Television is proving its potential again this _ Memorable moments as well as “hard-sell” com- 
season to viewers across the nation. Each week “> mercials are being captured on tape in increasing 
“The Play of the Week”, a highly-acclaimed . , numbers. The wonder of tape pares production 
dramatic series, presents a theater classic with a : », costs substantially, creates “‘fluff-free’’ perform- 
cast of top Broadway talents. Integral to the show ae . » ances, permits flexibility in rehearsals and shoot- 
is “Scorcn” BRAND Video Tape, used by the ing. Is it any wonder that tape has revolutionized 
show’s producers, National Telefilm Associates, the television industry? [] “Scorch” BRAND 
Inec., to capture the “live” perfection of the origi- "4 Video Tape, like audible range and instrumenta- 
nal performance. Tapes are then used for rebroad- ‘ ™~ tion tapes, was pioneered by 3M research—the 
cast by television stations from coast to coast. 7 kind of research that keeps 3M magnetic products 
[) And so it goes throughout the television industry. first in proved quality for professional use. 


PMiemesora [finine ann )/fanuracturine company 
«++ WHERE RESEARCH IS THE KEY TO TOMORROW 
"“Scorcn’’ and the Plaid Design are Registered Trademarks of 3M Co., St. Paul 6, Minn. Export: 99 Park Ave., New York. Canada: London, Ontario. © 1960 3M Co. 
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(Just a matter of Relativity) 


e WBTV-Charlotte is FIRST TV Market in Entire 
Southeast with 595,200 TV Homes* 


e WBTV Delivers 43% More Television Homes than 
Charlotte Station “B’*™ 


*Television Magazine—January 1960 **NCS #3 


JEFFERSON STANDARD BROADCASTING COMPANY 
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NL Ats Wy \\w convention coverage to provide \. 
big boost to hot-weather 


Nn. f spring comes, can fall be far behjnd? 
That’s the motto evidently tacked over the 
desks of most programming executives today— 
executives who have reduced the year to nine 
months and are talking about changing the name 
of New York’s newest expensive restaurant to 
the Three Seasons. 


Summer, it seems, has no place in the tv sun.’ 


Hardly had the current season entered its second 
13-week cycle when advertisers, agencies and 
networks began beating the drums for next fall’s 
line-ups. 





“No wonder everybody’s ignoring the sum- 
y ) g $ 





mer period,” said one network executive who 









hot and cold 
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Special shows, 1 


season of re-runs 


must remain nameless for obvious reasons. 
“There’s almost nothing to talk about—nothing 
new, nothing exciting, nothing but re-runs.” 
The attitude is one probably too prevalent 
throughout the industry and one that contains 
a number of flaws. True, summertime fare is 
greatly dependent on re-runs. On the other hand, 
the networks will present nearly a dozen new 
programs in evening time slots throughout the 
hot weather. The roster includes situation come- 
dies, musicals, westerns, mysteries, variety 
shows, documentaries—just about everything 
the public is accustomed to seeing at fall pre- 


miere time. 





Tate 














Helicopter service, tape coverage 


play integral part 
in convention reporting 








In addition, summer *60 is expected 
to provide the most exciting July 
television in at least four years when 
all three networks move to Chicago 
and Los Angeles to cover the polliti- 
cal conventions. 

NBC-TV leads the networks in the 
number of new programs to be pre- 
sented in the coming weeks. At least 
eight shows will bow for the first 
time on the air, with one or two 
others moving into nighttime posi- 
tions after having been seen in either 
daytime slots or in previous seasons. 
A run-down on the new summer fare 
follows: 

Keeping its two-hours-of-color plan 
on Sunday night, the network will 
offer an ice show in the present Sun- 
day Showcase spot from 8 to 9 p.m. 
The live telecast, Music On Ice, will 
feature variety acts among top skat- 
ing stars. It runs through Sept. 4. 

From the west coast, Chevrolet re- 
places Dinah Shore (9-10 p.m.) with 
an hour-long mystery series in color. 
As no mystery program can function 
without a “host” (since Hitchcock 
and Joseph Welch became tv favor- 





Brinkley-Huntley team cover NBC-TV’s politics 


ites), Walter Slezak will handle the 
introductory chores on The Chevy 
Suspense Show. Starting early in 
July, the program continues through 
Sept. 25. 

On Monday nights NBC will fill 
the 10-11 time now held by Steve 
Allen with a series of specials in 
color. A number of the shows will be 
taped repeats of previously seen pro- 
grams, but there will also be new 
presentations. The premiere June 13 
is the critically acclaimed Margaret 
Bourke-White story, with the series 
to continue through Sept. 12. 


Tuesday Unchanged 


While Tuesday draws a blank as 
far as new programs are concerned, 
two shows return to NBC after brief 
off-the-air breathers. Wichita Town, 
which was dropped from the 10:30 
p-m. Wednesday slot, returns at 8:30 
p-m. July 5 for about 10 weeks. The 
same evening at 9 p.m. Richard Dia- 
mond begins phoning “Sam” again 
as he sets out on another 10 weeks 
of private-eye capers. The detective 


series, which has shifted in recent 





months from time period to time 
period and network to network, will 
consist of re-runs, as will the western. 

Wednesday finds Kraft Foods mov- 


ing to an hour of film for the first 


time since it became a network ad- 
vertiser more than a decade ago. 
Through its years of sponsorship on 
Kraft Theatre, Kraft Mystery Theatre 
and the Music Hall shows featuring 
Milton Berle and Perry Como, Kraft 
has championed live telecasts. The 
Como replacement last summer, Eng- 
lish comedian Dave King, headed a 


“break- 


through” to film occurred when Kraft 


live half-hour, but the 


shared sponsorship of Bat Masterson 
in the succeeding 30 minutes with 
Sealtest. 

Under its multi-million-dollar deal 
with Perry Como’s Roncom Produc- 
tions, Kraft sponsors an hour of film 
this summer that consists of a situa- 
tion comedy and a western. At 9 
p.m. Happy—a family-comedy based 
on a talking baby and written by the 
team who did The People’s Choice, 
which got its humor from a talking 
dog—will lead the viewer into Tate, 
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a gunfighter with the handicap of a during the summer was that Lever 


















































crippled left arm. Bros. and its agency, J. Walter | 
Holding out against complete ac- Thompson Co., Inc., might set some- 

ceptance of celluloid, Kraft will con- _ thing original in the 10 p.m. Sunday 

tinue to present its commercials both time period, now alternately shared 

live and in color in the black-and- by Jack Benny and George Gobel. 

white films. Whether the show will be a new one 


A new half-hour package was in or a repeat series will probably not 
preparation to replace the Tennessee _ be decided upon until late this month. 


Ernie Ford show at 9:30 Thursday, Still another “highlight” of the 
but details as to its format, cast, etc., summer season promises to be the 
were not yet available at press time. | CBS-TV coverage on the Olympics 

On Friday night NBC-TV recently from Rome, Italy. Between 12 and 
moved in a half-hour new-to-night- 20 hours of airtime will be devoted 


time show by presenting Play Your to taped programming flown in from 
Hunch at 7:30. Plans call for a sec- Radio Audizione Italian. The tele- 
ond quizzer, Head of the Class, to casts will be slotted at various times 
follow at 8, with Gene Rayburn host- —_ between August 26 and September 12. 
ing the live colorcast. In the 10-11 


p-m. period now held by the. Caval- Name Musical Talent 


cade of Sports fights, a second hour- ABC-TV’s contribution to a 
long color mystery show will bow. brighter summer hinges upon a title 
Moment of Fear is the title of the switch for its current Music For a 
series which runs July 1-Sept. 2. Spring Night and the re-introduction 

Saturday night is devoted entirely of several familiar film faces. The 
to re-runs, not only on NBC, but on musical half-hour at 7:30 Wednes- 


the other networks as well. Of the day recently premiered to favorable 
NBC-TV competitors, CBS-TV holds reception and will continue to pres- 
a slight edge over ABC-TV by sched- — ent name musical talent through the 
uling one completely new show for hot weather. New on the network, 
the hot months. The ABC network, but not to tv, will be The Jeannie 


on the other hand, leads CBS in the Carson Show. a repeat of the filmed 












number of half-hours filled with situation-comedy series shown a few 
familiar programs, but ones new to seasons hack on NBC. Steve Canyon, 
its viewers. the airplane series that power-dived 
Although Ed Sullivan will continue off NBC last season, will try its 
to hold his Sunday-night hour _ wings again on ABC. 
—_ : through the summer by using pro- Last month saw the premiere of 
Gene Rayburn heads Class quiz grams taped in omemnes of the ene a Sunday-afternoon show that ABC 
cast, but not previously aired, Garry intends to run through the first 
Moore takes his variety package on months of summer. A_ half-hour 
vacation. The replacement is a—  public-affairs program, Campaign 
what else?—hour-long mystery series — Roundup will discuss political trends 


called Diagnosis Homicide. Produced and opinions until the conventions 
by Bob Banner Associates, which does _reak in mid-July. 

the Moore program, the live-on-tape It is the two weeks of convention- 
dramas will concern the adventures eering that will find all three net- 
of a pathologist working with the works striving to put the most ex- 
police to solve crimes. The accent,  citement into their individual cover- 
said the production office, will not be age. At this date, only CBS-TV, with 


on violence, but on mystery and its pact for Westinghouse sponsor- 
laboratory deduction. The show ship, could rest easy that it would 
bows July 5 for 13 weeks. profit on the programs, but each net- 

The only other possibility of anew —_ work was formulating extensive plans 


series being introduced by CBS-TV (Continued on page 69) 
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Ed Sullivan does new show, season after season 


Nearly 1,000 convention delegates will be members of three networks’ news and technical staffs 




















he Naugatuck River valley, two 

hours out of New York City, in 
Connecticut, seems far removed from 
the fast-moving competitive spirit 
that characterizes the lower reaches 
of the Hudson Valley. An occasional 
one-car train of the New York, New 
Haven & Hartford Railroad with 
nothing better to do follows the 
Naugatuck from Bridgeport to Water- 
bury. One of the stops along the 
way is the town of Naugatuck, home 
of Peter Paul, Inc., a company that 
is, however, sufficiently adept at com- 
peting to have grown from a small 
family-owned candy factory to one 
of the largest producers of candy 
bars in the United States. 

Americans spent some $2.4 billion 
in 1959 on candy and confectionery 
products. Manufacturers of chewing 
gum accounted for a certain per- 
centage of this, as did bulk and gen- 
eral-line candy manufacturers. How- 
ever, the largest single division of the 
confectionery industry is devoted to 
the making of nickle and dime candy 
bars sold in candy stores, super- 
markets, drug stores, theatres, vend- 
ing machines, etc. Peter Paul, Inc., 
which has estimated sales of around 
$25 million, is one of the top three 
producers of bars for the retail trade. 

Begun in New Haven, Conn., in 
1919 by Peter Paul and several rela- 
tives as a small, general-line manu- 


facturer, the company decided in 





1922 to specialize on one of its most 
successful confections—a bar with a 
coconut center covered with bitter- 
sweet chocolate. At the same time, 
the young company expanded its fa- 
cilities, moving to Naugatuck be- 
cause New Haven bankers were not 
eager to furnish the small amount of 
additional financing needed to begin 
large-scale production of the Mounds 
bar. Mr. Paul owned two retail candy 
stores in Naugatuck and found the 
local banks were willing to do busi- 
ness with him, so the company pur- 
chased land in the small Connecticut 
town and built its factory there. 


War Casualty 


In the early °30’s the company 
added another product called Dreams, 
a bar using milk chocolate, coconut 
and almonds, which had to be dropped 
during World War II due to a short- 
age of materials. By 1937 Peter Paul, 
Inc., had achieved national distribu- 
tion of its products and was ready to 
advertise from coast to coast in major 
media. 

“In the beginning,” says Harold G. 
Kazanjian, executive vice president, 
various media were tried—magazines, 
comics, radio. It was decided then 
that radio was the most efficient type 
of advertising for our products, and 
we stayed with it many years, until 
the advent of television.” 

National network radio was never 


Executive vice president Kazanjian 


used by Peter Paul. All of its radio 
expenditures were in local or spot. 


The company was an early sponsor of 
Arthur Godfrey’s early-morning show 
on wToP Washington; transcriptions 
of Edwin C. Hill and Gabriel Heatter 
were made and placed locally; re- 
gional and local newscasts were also 
used, as well as announcements. 

During this time the company 
progressed rapidly. New plants were 
added in Oakland, Calif., in 1939 and 
in Dallas in 1948, and a plant to 
process desiccated coconut was built 
after the war on the island of Luzon 
in the Philippines. Another bar, Al- 
mond Joy, was added to the line after 
the war to replace the discontinued 
Dreams. Other products included 
small, individually wrapped caramels 
called Choclettos and Walnettos. 

In the late *40’s Peter Paul cur- 
tailed its radio expenditures and 
began to experiment with spot tele- 
vision. In January 1954, when 
Dancer-Fitzgerald-Sample became 
Peter Paul’s agency, the company 
went almost exclusively into tele- 
vision. Since then tv continues as the 
company’s principle advertising me- 
dium. 

For several years expenditures 
were made primarily in spot, al- 
though there were brief exposures 
on the Godfrey morning show and 
on Dick Clark’s daytime program. 
The 1959-60 season has been the first 
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one in which Peter Paul did an ap- 
preciable amount of network adver- 
| tising, with participations in Raw- 
| hide, The Line-up and The Secret 
Storm on the CBS Television network. 
Spot still played an important role 
in advertising plans, although not to 
the same extent it had in previous 
years. 


$1.5 Million in Tv 


Trade sources estimate Peter Paul’s 
1959 tv expenditures at $1,450,602, 
with $510,582 going to network and 
$940,020 to spot. Most of the spot 
expenditure was made in the first 
quarter of the year. Peter Paul rates 
as the seventh largest advertiser on 
television in the confectionery indus- 





try, and the second largest among 
bar manufacturers. The industry as a 
whole spent $26,201,966 in television 
| in 1959, an increase of 24 per cent 
| over the preceding year. The Tele- 
vision Bureau of Advertising predicts 
a similar rise in the present year. 
; “With the exception of one or two 
| years,” says Mr. Kazanjian, “we have 
' had increased sales every year since 
1937, the year we first began using 
} a broadcast medium. We have felt 
| since 1954 that tv has more than paid 
} off. Spot has been a very strong factor 
in the increased sales of our products. 


‘ We went into network this fall in 





order to reach some areas we had not 


(Continued on page 71) 


Sweet success 


Peter Paul Inc. finds tv 
ideal for promoting products 


to the whole family 
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different attitudes, emerge under 


changed management team 


at Screen Gems 


MV uch of the criticism—when 
it has not been captious— 
that has been leveled at television 
film packagers has been justified. It 
has been brought about by those 
people who think tv is easy, who 
have the attitude of the average ex- 
motion-picture producer that tele- 
vision is something you do with your 
left hand. With that approach, their 
programs look like it. 
best of 
everything, and we can supply it, 


sometimes 
Television must have the 
now that we have more freedom,” 
says William Dozier, vice president 
in charge of west-coast activities for 
Screen Gems. 

“Primarily, we're a_ sales-engi- 
neered company rather than a pro- 
duction-engineered company, but we 
have a closer working relationship 
between production and sales now, 
and it’s an intelligent one, since the 
production organization can be more 
creative, and at the same time stay 
within the bounds of market reali- 
ties,” says John H. Mitchell, vice 
president in charge of sales for 
Screen Gems. 
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Columbia’s new gleam 


Revamped corporate image, 







“No distributor had ever supplied 


a program of primarily a_public- 
service nature to stations for regional 
and local sponsorship. We thought 
it was a helluva good time to make 
Medicine 1960 available. Besides, if 
we were going to get into tape dis- 
tribution, we wanted to come up with 
something not heretofore introduced 
in syndication, something stations 
couldn’t or wouldn’t do,” says Robert 
Seidelman, vice president in charge 
of syndication for Screen Gems. 


Developing Properties 


“We are now devoting a consider- 
able amount of time and effort toward 
the development of several proper- 
ties which would be produced over- 
seas, and our international staff over 
the past year has expanded by more 
than 30 per cent,” says Lloyd Burns, 
vice president in charge of inter- 
national operations for Screen Gems. 

These isolated observations, com- 
ing from four key executives at the 
Columbia Pictures subsidiary, may 
suggest, in a tentative way, the per- 
ceptible and imperceptible organiza- 





Some of the contributors to the new look at SC: 


tional and philosophical changes that 
have occurred at that company since 
the death last year of Ralph Cohn, 
its president and founder. They may 
also suggest a degree of autonomy 
and self-assertiveness that have not 
been associated with separate com- 
ponents of the Screen Gems organiza- 
tion in the past. They reflect a new 
corporate image, as Fortune would 
say, a new face—specifically, the 
of Jerome 
Hyams, vice president and general 


durable-looking visage 
manager. 

In the entertainment business an 
image is something you throw against 
a screen with the right speed and tim- 
ing so that it moves. In most other 
American businesses an image is a 
representation of an idea, the em- 
bodiment of a corporate operation. 
In poetry it can be a simile or a meta- 
At Screen Gems, which has 
never been an especially reflective 
organization, you don’t talk about an 
image—because it might get sold by 
mistake. 

But under Mr. Hyams’ benevolent 
leadership a different image is evolv- 


phor. 
















Bert 









Se RP ae 


ing—a markedly different one than 


that of the one-man operation the 
company once had. It is today at once 
closer to its parent organization, Co- 
lumbia Pictures, and more autono- 
mous in its day-to-day operations. 
Screen Gems is a working group of 
highly individualized executives who 
have an independence today that 
would have been impossible a year 
ago. Which is not to say the company 
lacks direction and leadership. Jerry 
Hyams knows exactly what he’s 
doing. “I’ve always believed,” he 
says, “that if the right people are 
placed in the right jobs, they'll really 
produce for you, and you'll have a 
more efficient organization.” 

For the record, the following are 
the key executive changes that have 
occurred since the death of Ralph 
Cohn last summer. Mr. Hyams, vice 
president in charge of syndication, 
was elected to the top post in Septem- 
ber; William Dozier joined the com- 
pany in November as vice president 
in charge of west-coast activities, suc- 
ceeding Irving Briskin, who moved 
into the Columbia production or- 





Bert Schneider, Lloyd Burns, Jerry Hyams, John Mitchell and Bob Seidelman 


ganization; Robert Seidelman, syndi- 
cation sales manager, beeame direc- 
tor of syndication and was recently 
named vice president in charge of 
syndication; Lloyd Burns joined the 
company in August as vice president 
in charge of international operations, 
succeeding William Fineshriber, Jr., 
who resigned. Free-wheeling John 
Mitchell, who has 
proportions in the eyes of the com- 


assumed heroic 


pany’s accountants since he started in 
1952 (13 national shows already 





Abe Schneider, Columbia president 





committed for next season), con- 
tinues as head man in national sales. 

Screen Gems is a more streamlined 
organization than it was a year ago. 
“We've taken a hard look at the en- 
tire operation in the past year,” Mr. 
Hyams explains, “and we think we’re 
setting it on a course that will make 
it go in the most effective way.” This 
has necessitated expansions in some 
areas and cutbacks in others. As an 
example, the international operation 
has been expanded, while certain ad- 
ministrative areas in sales were 
trimmed. However, Mr. Hyams notes 
that he has not found it necessary to 
pare his field sales force (as so many 
other distributors have done) because 
its operating cost does not suggest a 
cut. 

“All in all, I’'d say we’re simply 
emphasizing good business policies: 
we're interested in gross when a sub- 
stantial profit can be made, rather 
than in gross just for the sake of 
activity.” This was not always so in 
the past, Mr. Hyams thinks, when 
“there was not as much regard for 


(Continued on page 46) 
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RCA says new equipment 
gives sponsor more picture 


for his money 


Advertisers get a break 


BY CHARLES H, COLLEDGE 
General Manager, 
RCA Broadcast & Television 


Equipment Division 


At WKRC-TV 





dvertisers stand to gain the most 
from new equipment which has 
recently been perfected and is now 
being offered for the first time to 
television stations, program and 
commercial producers. 

Much-improved picture quality on 
both live and taped commercials, 
greater flexibility in using tape and 
fewer “fluffs” due to human errors 
are some of the advantages adver- 
tisers can expect with the use of this 
new equipment. 

One exciting new item is the TK- 
12 camera, which uses a 414-inch 
picture tube, compared with the 
three-inch tube used in practically 
all present studio-type cameras. The 
50-per-cent greater size makes pos- 
sible far better picture detail than 
the smaller tubes. 

In engineering terms it provides 
an 809-line picture as contrasted to 
an average 600-line picture obtained 
with older cameras. This sharpness 
of detail may be more than is neces- 
sary for the entertainment part of 


Mr. Colledge with improved tv tape recorder 


lew RCA camera 
wkes fourth-generation 


pes feasible 


tv, but it will be very welcome to the 
advertiser who has long been frus- 
trated by the impossibility of bring- 
ing out product details in his com- 
mercials. 

Another advantage of the new 
camera is the improved reproduction 
of what technicians call the grey 
scale. The new tube uses a “close- 
spaced” mesh—the mesh is closer to 
the target. This allows less disper- 
sion of electrons, and delicate dif- 


ferences of shading are not washed 
out as in older tubes. As a result, 
more shades of grey can be distin- 
guished in the picture. 

The new camera produces a pic- 
ture almost completely free of the 
halo effect which often surrounds 
strong black areas in the picture. It 
eliminates the blooming effect which 
occurs when older cameras focus on 
a very bright spot such as a reflec- 
tion from jewelry. A strong flash- 
light pointed straight at the camera 
produces no blooming at all. 

These unusual performance fea- 
tures make the TK-12 ideal for the 
production of commercials—either 
live or taped. Details which were 
lost before come up clear and sharp. 
Shadings and colorings show up 
beautifully. Spraying jewelry and 
bright metal trim with a dulling 
agent is unnecessary. 

One of the few disadvantages to 
video taping has been the problem 
of making numerous copies. The 
taping process inevitably degrades 
the picture to some degree. The 
amount is slight and, on good tapes, 
undetectable in the picture played 
from the original. When a tape is 
made from a tape, the difference is 
detectable, and on third-generation 
tapes (a tape from a tape from a 
tape) the difference is quite notice- 
able. 

A way to offset this degrading in 
copying is to start with a picture of 
extremely high quality. Then, even 
with normal degrading, the pictures 
will be equal to normal recordings. 
With the new camera this is possible. 
It makes pictures better than the 
present tv system can put on the air. 
When these pictures are run through 
two or three recordings, the result 
is as good as the average picture on 
the air today. 

Although of less interest to adver- 
tisers, the new camera has many new 
technical features of interest to sta- 
tion management and engineers. It 
is RCA’s first entirely new camera 
in eight years, and no attempt has 
been made to make it smaller, lighter 
or cheaper. It’s quite frankly a 
“Cadillac’”—a camera for the net- 
works, for the tape-program pro- 


(Continued on page 67) 


May 2, 1960, Television Age 33 











Tobacco, automotive, 
food and drug sponsors 
all spend more 


during year 


he tobacco products and supplies 

category increased its total tele- 
vision advertising expenditures by 
14.1 per cent in 1959 over 1958, and 
almost all of this increase went to 
the networks. 

The automotive classification hiked 
its total tv budget by 10.5 per cent 
last year over 1958, and the entire in- 
crease went to spot television. 

These differences in patterns of 
television spending in 1959 among 
product categories can be found in 
the Television Bureau of Advertising’s 
second annual report on combined 
network and national and regional 
spot tv gross time billings, released 
this week. The TvB estimates by prod- 
uct categories show that 28 of the 
32 major classifications in network 
and spot increased their spending in 
1959 over 1958. For the record, com- 
bined billings amounted to $1,232,- 
914,530 last year, as compared to 
$1,078,360.401 for 1958, an increase 
of 14.3 per cent. 

According to the TvB estimates, 
the largest single category in tele- 
vision in 1959 is food and grocery 
products, which represents over 22 
per cent of the gross time estimates. 
That classification invested $275,- 
180,125 in both network and spot 
last year, a 13-per-cent increase over 
the 1958 estimate, which was $243.- 
515,420. 

Three other categories each spent 
over $100 million in gross time: 
cosmetics and toiletries, with $131,- 
096,620, or four per cent over 1958 
investments; drug products, with 


$123,449,521, or 26 per cent over the 


(Continued on page 44) 
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Estimated Expenditures By Product Classifications 
Network & Spot—January-December 1959 


Agriculture: 
Feeds, Meals 


Miscellaneous 


Ale, Beer & Wine: 
Beer & Ale 
Wine 


Amusements, Entertainment: 


Automotive: 
Anti-Freeze 
Batteries 
Cars 
Tires & Tubes 
Trucks & Trailers 
Miscellaneous Accessories & Supplies 
Automotive Institutional 


Building Material, Equipment, 


Fixtures, Paints: 

Fixtures, Plumbing, Supplies 
Materials 

Paints 

Power Tools 

Miscellaneous 

Industrial Materials Institutional 


Chemicals Institutional: 


Clothing, Furnishings, Accessories: 
Clothing 
Footwear 
Hosiery 
Miscellaneous 


Confections & Soft Drinks: 


Confections 
Soft Drinks 


Consumer Services: 


Dry Cleaning & Laundries 
Financial 

Insurance 

Medical & Dental 

Moving, Hauling, Storage 
Public Utilities 

Religious, Political, Unions 
Schools & Colleges 
Miscellaneous Services 


Cosmetics & Toiletries: 
Cosmetics 
Deodorants 
Depilatories 
Hair Tonics & Shampoos 
Hand & Face Creams, Lotions 
Home Permanents & Coloring 
Perfumes, Toilet Waters, etc. 
Razors, Blades 


Total Tv 
$ 3,574,871 
1,021,894 
2,552,977 


54,555,256 
48,966,026 
5,589,230 


1,363,393 


65,031,388 
1,498,405 
866,337 
49,635,882 
3,488,319 
2,127,746 
5,300,036 
2,114,663 


19,081,057 
539,379 
7,431,378 
2,177,508 
232,620 
450,075 
8,250,097 


928,864 


22,896,159 
16,732,727 
3,497,189 
1,621,558 
1,044,685 


45,584,990 
26,201,966 
19,383,024 


35,705,326 
35,000 
3,130,167 
14,040,755 
197,000 
892,807 
11,651,969 
1,424,935 
185,000 
4,147,693 


131,096,620 
15,748,491 
11,485,383 

375,428 
29,880,648 
9,220,640 
13,756,800 
2,283,669 
11,582,976 






Spot Tv 

1,782,000 

1,005,000 
777,000 


PD 


47,840,000 
42,945,000 
4,895,000 


1,019,000 


18,175,000 
158,000 
449,000 

12,143,000 

1,715,000 
303,000 
3,407,000 


2,827,000 
503,000 
746,000 

,012,000 
231,000 
335,000 


~ 


16,273,000 
12,206,000 
2,911,000 
803,000 
353,000 


28,192,000 
13,427,000 
14,765,000 


17,531,000 
35,000 
2,975,000 
3,770,000 
197,000 
488,000 
7,861,000 
969,000 
185,000 
1,051,000 


52,512,000 
11,844,000 
5,870,000 
152,000 
10,982,000 
3,982,000 
5,326,000 
1,822,000 
2,412,000 
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Network Tv 
$ 1,792,871 
16,894 
1,775,977 


6,715,256 
6,021,026 
694,230 


344,393 


46,856,388 
1,340,405 
417,337 
37,492,882 
1,773,319 
1,824,746 
1,893,036 
2,114,663 


16,254,057 
36,379 
6,685,378 
1,165,508 
1,620 
115,075 
8,250,097 


928,864 


6,623,159 
4,526,727 
586,189 
818,558 
691,685 


17,392,990 
12,774,966 
4,618,024 


18,174,326 
155,167 
10,270,755 
404,807 
3,790,969 
455,935 


3,096,693 


78,584,620 
3,904,491 
5,615,383 

223,428 

18,898,648 
5,238,640 
8,430,800 

461,669 
9,170,976 











Film Report 





FILM STOCKS... 


Net earnings for United Artists 
climbed more than 11 per cent in 
1959 over 1958. Last year’s net earn- 
ings, which hit a _ record high, 
amounted to $4,111,004 after pro- 
visions for taxes, which compares to 
$3,701,963 in 1958. UA’s world-wide 
gross revenues also hit a new high 
in 1959, reaching $95,068,285, as 
compared to $84,072,467 the previ- 
ous year. 

Metro-Goldwyn-Mayer, Inc., _ re- 
ports earnings of $1.47 per share for 
the first 28 weeks of its 1960 fiscal 
year. Earnings for the second quarter 
(ended March 17) amounted to 76 
cents per share. Total company earn- 
ings for the 28-week period amounted 
to $3,739,000 on 2,539,988 shares. 
compared with $4,798,000 on the 
2.668.388 shares outstanding in the 
same period a year ago. 


Official Films is now operating at 
a substantial profit, according to a 
report delivered to the board of di- 
rectors by president Seymour Reed. 
However, current and anticipated 
profits are not expected to make up 
for all losses incurred during the first 
six months of the fiscal year, which 
ends June 30. Official has reduced 
overhead and operating expenses at 
a rate of approximately $250,000 a 
year, and company executives expect 
that the fiscal year ending June 30, 
1961, will show a substantial profit. 


PERSONNEL ... 

Jerry Franken, executive director 
of advertising and publicity for Na- 
tional Telefilm Associates, has been 
appointed executive director of ad- 
vertising, publicity and promotion 
for National Theatres & Television, 
Inc., NTA’s parent company. He :is 





FILM SUCCESS 
nited Artists Associated’s latest 
local television entry, Big Mac, 

apparently can establish itself in a 

major market in a matter of weeks. 

At least that has been the experience 

of a sponsor in Boston who reports 

an almost immediate increase in sales 
after investing in the program. 

“The Big Mac show has far ex- 
ceeded our expectations,” says Rich- 
ard Gates, sales manager of Charles 
N. Miller Co., distributors of Mary 
Jane Candies. “Not only have we 
dramatically registered an immediate 
increase in sales, but we have also 
established Big Mac as a basic mar- 
keting tool to improve our retail dis- 
tribution.” 

The company, through Ingalls As- 
sociates, its advertising agency, spon- 
sors the program over WHDH-TV Bos- 
ton on Saturdays from 10-10:30 a.m. 
Within two months its sales climbed 
90 per cent, and March proved to be 
the biggest month in the history of 
the company. It is the only advertis- 
ing currently being used by the Mil- 
ler Co., which markets Mary Jane 
Candies throughout the 
United States to the 
River. 


eastern 
Mississippi 


i! 


The sponsor uses one-minute video- 
tape commercials which were shot at 
WHDH-TV, as well as a 20-second 
animated opening and a 40-second 
live pitch by Jess Kane, the station's 
top children’s personality. 

The Big Mac show consists of 210 
reels of children’s programming 
specially selected from the 2,000-reel 
Warner Bros. library of featurettes 
and contains six different categories 
of program. UAA feels the show of- 
fers flexibility to stations and adver- 
tisers in that it can be telecast as a 
half-hour program across the board, 
as a full-hour weekly offering or as 
a feature within the framework of a 
local children’s program. 





now responsible for all activities in 
those areas for NT&T and its sub- 
sidiaries. 

Additional executive promotions 
were made in that department: Fay 
S. Reeder, public-relations director 
for theatres, was named director of 
advertising, publicity and promotion 
for NT&T; Martin Roberts, NTA’s 
director of promotion, was promoted 
to director of advertising and promo- 
tion, television; Pete Latsis, assistant 
director of advertising and publicity, 
was promoted to director of adver- 
tising and publicity, theatres; Dean 
Hyskell was named west-coast direc- 
tor of television publicity, succeeding 
Alfred E. F. Stern, who was named 
western director of publicity for Cine- 
miracle Pictures Corp., an NT&T 
subsidiary. 

Robert M. Weitman, vice president 
in charge of independent productions 
at CBS-TV, has joined Metro-Gold- 
wyn-Mayer, Inc., as vice president in 
charge of television production. His 
appointment is said to reflect the 
urgency with which that company is 
out to establish itself as a network 
supplier. Mr. Weitman makes his 
headquarters at the MGM studio in 
Culver City. He joined CBS-TV in 
February of 1956 as vice president 
in charge of program development, 
and before that was vice president in 
charge of network programming and 
talent at ABC-TV. 

Screen Gems has made executive 
appointments in several diverse areas 
of its operations. Robert Seidelman, 
director of syndication, was named 
vice president in charge of syndica- 
‘ion; Charles W. Fries, executive 
; ccduction manager, was elected a 
vice president; William J. Connelly, 
an account executive, was appointed 
north-central area manager of the 
syndication department, and Alwin 
D. L. Zecha was appointed Asian 
sales manager, with headquarters in 
Tokyo. 

United Artists Associated has ap- 
pointed Albert G. Hartigan to the 
post of director of program develop- 
ment. He will supervise production 
of two new cartoon series to be dis- 
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tributed by UAA . . . Robert Lap. 
thorne has joined Fremantle Inter- 
national to service accounts in Aus- 
tralia . . . Ralph Brozan has been 
appointed an account executive for 
Paul Hance Productions, Inc. 
Three new vice presidents were 
named at Modern Talking Picture 
Service. They are John B.. Lalley, 
Arthur R. Bach and William M. 
Oard . . . Hal Hudson has resigned 
as executive vice president and pro- 
ducer of Zane Grey Theatre in order 
to form his own production company 
in a co-venture with Paramount TV. 

Ira Gottlieb has been elected presi- 
dent of Flamingo Films, Inc., sue- 
ceeding Herman Rush, who has re- 
signed. Mr. Gottlieb was executive 
vice president of the distribution 
company, which is owned by the 
Buckeye Corp. C. P. Jaeger, Fla- 
mingo’s vice president in charge of 
sales, was named executive vice presi- 
dent. Samuel F. Rubin, vice president 
of Buckeye, has been elected chair- 
man of Flamingo’s board of direc- 
tors. Mr. Rush will announce his 
future plans shortly. 


UNIONS ... 

An atmosphere of optimism is now 
prevailing in negotiations between 
producers and the actors. writers and 
directors guilds on new television 
contracts. The key issue continues to 
be payment of a percentage of foreign 
sales revenues. The writers have re- 
duced their demand on this point 
from four percent to two per cent, and 
it appears likely that the matter will 
be settled on a formula similar to that 
reached on post-’48 pictures released 
to television. New contracts must be 
reached with all the guilds by the 
middle of this month if strikes are not 
seriously to impair television film 


production for next season. 


PROGRAMS ... 

NBC-TV has settled on Bachelor- 
at-Large, new Tab Hunter starrer, 
for the 8:30-9 p.m. Sunday slot, with 
Lorillard purchasing _half-sponsor- 
ship. Simultaneously, the network 
began pilots on two new series pos- 
sibilities: Raven, an hour-long detec- 
tive drama starring Skip Homeier, 
which is being co-produced with 















Screen Gems, and Headquarters, 
starring Don Burnett, a semi-docu- 
mentary which will be filmed in New 
York. The network is also in negotia- 
tion with Shirley Temple to star in 
a new hour-long Storybook show. 

CBS-TV and Campbell soups have 
renewed Lassie for another three 
years in a reported $6-million deal 
with the Jack Wrather Organization. 
\ new comedy program, Bringing 
Up Buddy, has been sold by the net- 
work to Scott Paper Co. for a fall 
start. 

ABC-TV has given the go-ahead on 
The Cheaters, a new series starring 
John Ireland. The half-hour adven- 
ture program will be filmed in Eng- 
land by the Danziger organization. 
Also scheduled for the network— 
9.9:30 p.m. Thursdays—is the new 
Fred MacMurray My Three Sons 
series produced by Don Fedderson 
and sold to Chevrolet. 


Paramount Sale 


Paramount Pictures has made its 
first telefilm sale, Lorillard buying 
the Band of Gold situation comedy 
for an NBC time slot. . . . Jose Fer- 
rer will make his tv series debut in 
an hour detective drama based on 
Agatha Christie’s Hercule Poirot 
character. The show will be pro- 
duced by MGM-TV. . . . Screen Gems 
and Walter Colmes of Chicago have 
begun production on a series, Cham- 
pionship Auto Races, patterned after 
the Championship Golf show. . . . 
A series on Siamese boxing is being 
packaged by syndicator Leo Turtle- 
dove... . Flight to Adventure, a new 
travel series being packaged by Bill 
Burrud, will have several episodes 
ready for sponsor viewing in May. 

Pilots going before the cameras in 
April were: Sharpe-Lewis’s Three 
Wishes, starring Gustavo Rojo and 
Diane Jergens; Brennan Production’s 
Barbed Wire, a western starring 
Chris Robinson and Leif Erickson, 
and Fen-Ker-Ada’s The Earl of 
Durango, also a western... . In a 
television survey of 3,000 viewers in 
the Los Angeles Area (see Com- 
mercial Cues) conducted by Wood- 
bury College, one-hour programs 
were a two-to-one choice over half- 
hours. In types of programs westerns 
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won hrst choice (15 per cent), fol- 
lowed by mysteries (13 per cent) 
and dramas (12 per cent). 


COMMERCIAL CUES... 

Milton H. Greene Associates, Ltd., 
has signed an exclusive contract with 
Filmways, Inc., for the production of 
tv commercials, The agreement is un- 
usual (a production company sign- 
ing up a production company), but 
Filmways, through president Martin 
Ransohoff, is convinced that Mr. 
Greene and his associates “will not 
only set new trends but give com- 
mercials new dimension with their 
distinctive producing and directing 
talents.” Mr. Greene will also engage 
in co-production arrangements with 
Filmways on television series and 
features. 

Newt Mitzman, manager of com- 
mercial production at Ogilvy, Benson 





MR. MITZMAN 


& Mather, Inc., has been appointed 
vice president in charge of com- 
mercial production. Mr. Mitzman 
joined OBM in 1957, and before that 
was with Norman, Craig & Kummel 
in commercial production . . . Cleo 
Hovel has joined Leo Burnett in 
Chicago as vice president and as- 
sistant to the head of the tv com- 
mercial department. He was formerly 
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NAB Conference Schedule 

The National Association of Broadcasters has announced the follow- 
ing schedule for the association’s board of director’s meetings, annual 
conventions and fall conferences: 

Date Hotel City 

Board of Directors’ Meetings: 
June 13-17, 1960 Statler-Hilton Washington 
Feb. 6-10, 1961 El Mirador Palm Springs, Cal. 
June 12-16, 1961 Statler-Hilton Washington 
Feb. 5-9, 1962 Hollywood Beach Hollywood, Fla. 
Annual Conventions: 
May 7-11, 1961 Shoreham and Sheraton Park Washington 
Apr. 1-5, 1962 Conrad Hilton Chicago 
Mar. 31-Apr. 4, 1963 Conrad’ Hilton Chicago 
Apr. 5-9, 1964 Conrad Hilton Chicago 
Fall Conjerences—1960: 
Oct. 13-14 Biltmore Atlanta 
Oct. 18-19 Sheraton Dallas Dallas 
Oct. 20-21 Mark Hopkins San Francisco 
Oct. 24-25 Denver-Hilton Denver 
Oct. 27-28 Fontenelle Omaha 
Nov. 14-15 Statler-Hilton Washington 
Nov. 17-18 Biltmore New York 
Nov. 21-22 Edgewater Beach Chicago 
Fall Conferences—1961 : 
Oct. 9-10 Jefferson St. Louis 
Oct. 12-13 Sheraton Dallas Dallas 
Oct. 16-17 Utah Salt Lake City 
Oct. 19-20 Sheraton Palace San Francisco 
Oct. 30-31 Robert Meyer Jacksonville 
Nov. 9-10 Somerset Boston 
Nov. 13-14 Pittsburgh-Hilton Pittsburgh 
Nov. 16-17 Leamington Minneapolis 








with Campbell-Mithun in Minne- 
apolis. 

Comstock & Co., Buffalo advertis- 
ing agency, has expanded its creative 
staff. William W. Rose, formerly 
with Grant and Campbell-Ewald, has 
been appointed senior script writer, 
and Robert F. Crawford, formerly 
with Procter & Gamble, has joined 
Comstock as a television producer 
. . . Jack-Warren Ostrode has joined 
Beckman-Koblitz, Inc., Los Angeles 
advertising agency, as radio/tv di- 
rector. 

Music Makers, Inc., will move to 
new and expanded quarters at 6-8 
West 57th St. in New York on July 
1. The company will occupy two 
floors in that building, which will 
have a new recording studio on the 
llth floor, large enough to house a 
. . Stephen Muf- 


fatti, formerly with Transfilm, Inc., 
has been appointed director of com- 
mercials for Terrytoons, Inc. . . . 
Lionel F. Grover has been named 
vice president in charge of the Holly- 
wood division of Fred Niles Produc- 
tions, Inc. 

Sponsor identification of favorite 
programs was reported high in a 
large-scale survey of tv viewers con- 
ducted in the Los Angeles area. Of 
those interviewed, 64.45 per cent 
could identify the sponsor of their 
favorite program; 52.52 per cent the 
sponsor of their second-choice pro- 
gram, and approximately 40 per cent 
that of their third- and fourth-choice 
programs. 

Sponsors most often mentioned 
were Kaiser Industries, Chevrolet, 
Kodak, Gillette, Kellogg, Viceroy, 
Ford, Du Pont, General Electric and 
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Westinghouse, in that order. Slightly 
more than 11 per cent of the sample 
said that they always used the prod- 
ucts advertised; 65 per cent used 
them occasionally, and 22 per cent 
never use them. Commercials with 
the greatest appeal continue to be by 
far (48 per cent) cartoons, with 
musicals (21 per cent) placing a 
surprising second. 

UPA Pictures has named Russ 
Raycroft as its eastern sales manager. 
Before joining UPA, Mr. Raycroft 
was national tv director for Wilding 
Pictures and an executive with the 
Robert W. Orr and Dancer-Fitz- 
gerald-Sample advertising agencies. 
The company has also added George 
Atkins as a writer, and has received 
an award of merit from the National 





Safety Council for its series of spots | 


for the American Automobile As- 
sociation. . . . Format Films has 
added several new staffers to work 
on the Popeye series being animated 
for King Features. Hanna-Barbera 
Productions is in negotiation with 
CBS-TV for a 90-minute animated 
Huckleberry Hound spectacular. 


SALES ... 

ABC Films reports an increase in 
domestic sales of 176.5 per cent in 
the first quarter of 1960 over the 
comparable period a year ago. 
Canadian sales are included in the 
domestic figure. In the foreign sales 
area, income is also up over the first 
quarter last year by 238.5 per cent. 
Recent domestic sales include another 
12 contracts for The People’s Choice, 


| 


which is now telecast in 102 markets, 


as well as 2] more sales on two J. 
Arthur Rank packages distributed by 
ABC Films, “Special Six” and 
“Festival 35.” 

Ziv-UA’s Economee division re- 
ports a 40-per-cent increase in re-run 
sales this year over sales in a com- 
parable period in 1959. Two of the 
leading income producers are Science 
Fiction Theatre (in 152 markets) 
and Mr. District Attorney (in 140 
markets). . . . Ziv-UA’s Home Run 
Derby has been sold in more than 
125 markets. Recently, sales were 
concluded in such diverse areas as 
Pittsburgh, Albuquerque, Spokane, 


Beaumont and Tallahassee. . . . Pony 







Advertising Directory of 


SELLING COMMERCIALS 
















RAY FAVATA PRODUCTIONS, INC., New York 











Sun Oil Co. » William Esty Company, Inc. 






WONDSEL, CARLISLE & DUNPHY, INC., New York 





Saran Wrap Dow Chemical Corp. ¢ MJ&A, Inc. 





KLAEGER FILM PRODUCTIONS, INC., New York 












United States Treasury « McCann-Erickson Inc. 





KLAEGER FILM PRODUCTIONS, INC., New York 





Sergeant's Spray  N. W. Ayer & Son, Inc. 





PELICAN EILMS, INC., New York 














WABC-TV |. D. © Modern Broadcasting, Inc. 








Skippy Peanut Butter » GB&B, Inc. 
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MPO VIDEOTRONICS, INC., New York 
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Express, distributed by California 
National Productions, has been sold 
in more than 90 markets in less than 
four months of activity. . . . Five 
additional stations purchased Official 
Films’ Almanac in a recent one-week 
period. 

MCA TV reports new sales on 
three of its latest syndication entries. 
Johnny Midnight has been ordered 
by Chef Milani Foods for one market 
in California, by Roth Packing Co. 
for Illinois, by Wultex Clothing Co. 
for upstate New York, by Liggett & 
Myers for North Carolina and Childs 
Big Chain Foods for Texas. Shotgun 
Slade has been bought by Amoco for 
three markets 
Georgia, by R. J. Reynolds for one 


in Tennessee and 


market in Wisconsin and by Blue 
Plate Foods for Kentucky. Coronado 
9 has been ordered by Amoco for 
one market in Kentucky and by R. J. 
Reynolds for Georgia. 

Telenews has completed eight new 
sales of its Daily Newsfilm Service, 
Weekly News Review and This Week 
in Sports. . . . Speedway Interna- 
tional, distributed by Banner Films, 
has been sold in another 13 markets. 
In Chicago, wen-tv will use the 
show in color. 


UPBEAT SALES REPORT 

“The first quarter of 1960 has sur- 
passed in every way our projections 
in both domestic and foreign sales,” 


says Walter Kingsley, president of 
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MR. KINGSLEY 


Independent Television Corp. Mr. 
Kingsley, in outlining first-quarter 
results to the company’s board of di- 
rectors, reported a sales increase of 
$800,000 over the same period in 
1959. 

“During this past quarter.” Mr. 
Kingsley said, “our sales executives 
made 285 sponsor and station sales 
for our 24 properties. /nterpol Call- 
ing is approaching the 100-market 
figure. Four Just Men is already 
placed in over 150 domestic markets, 
as well as being sold in 29 foreign 
countries.” 

Since last fall ITC has taken steps 
to reduce overhead, the executive 
noted, and “we think this is a healthy 
thing. . . . The important considera- 
tion, it seems to us, is to move de- 
cisively ahead before competitive and 


industry factors dictate that we 
change.” He said that ITC is spend- 


ing money for the acquisition of new 
properties and “is prepared to make 
large moves in any area where we 
can shore up our basic industry 
position.” 


Commercials 
AMERICAN FILM PRODUCERS 


Completed: Colgate-Palmolive Co. (Ajax), 
McCann-Erickson; Liggett & Myers To- 
bacco Co. (Oasis). MeCann-Erickson. 

In Production: Esso Standard Oil Co. 
(gasoline), McCann-Erickson; Advertising 
Council, McCann-Erickson. 


CULHANE FILM STUDIOS, INC. 


Completed: Drinks, Inc. (NuFizz), Hoyt; 
National Assn. of Insurance Agents, Dore- 
mus. 

In Production: Colgate-Palmolive Co. 
(Ajax), McCann-Erickson; Pharmaceuti- 
cals, Inc. (Geritol), Parkson; Church & 
Dwight Co., Inc. (Arm & Hammer Sal 
soda), Brooke, Smith, French & Dorrance; 
National Assn. of Insurance Agents, Dore- 
mus. 


RAY FAVATA PRODUCTIONS, 
INC. 


Completed: Hygrade Food Products (frank- 
furters), JWT Ltd.; National Assn. Insur- 
ance Agents (insurance), Doremus; Piel 
Bros. (beer, fresh air fund), Y&R; Na- 
tional Biscuit Co. (Millbrook bread), Mc- 
Cann-Erickson; U. S. Census Bureau (1960 
census), Meldrum & Fewsmith; General 
—_ Corp. (Post Sugar Crisp cereal), 


In Production: Piel Bros. (beer), Y&R: 
Kid Gloves (pilot film for entertainment), 
Kennedy Films; General Mills, Inc. (Jet 
cereals), D-F-S. 


GRAY & O’REILLY 


In Production: Gulf Oil Corp. (gasoline), 
Y&R; General Cigar Co., Inc. (cigars), 
Y&R; Drug Research Co. (Man Tan), 
KHCC&A; Cities Service Co. (gasoline), 
Ellington; Reader’s Digest, JWT. 


KEITZ & HERNDON 


Completed: Ideal Bakeries (bread), Wm. 
Finn; Lone Star Gas Co. (gas ranges), 
EWR&R; Robertson Bros. Products Co. 
(Miracle Flame), Ackerman. 

In Production: Campbell-Taggart Assoc. 
Bakeries, Inc. (Rainbo-Colonial bread), 
Bel-Art; Chemical Compounds, Inc. (STP 
Motor Additive), Rogers & Smith; Home 
Brewing Co. (Richbrau beer), Cargill, Wil- 
son & Acree; Lone Star Gas Co. (gas re- 





Lyons Tribute 


Two institutions dear to the 
hearts of American women met 
in the April issue of the Ladies’ 
Home Journal. Veteran Cincin- 
nati broadcaster Ruth Lyons is 
featured in the Journal’s popular 
section on “How America Lives.” 

In the biggest spread ever pub- 
lished on a television personality, 
the Journal describes the per- 
sonal and professional life of the 
woman who for the past 18 years 
has been broadcasting 90 min- 
utes a day, five days a week, 52 
weeks a year, and who brings 
more than $2 million a year into 
the coffers of the Crosley Broad- 
casting Co. 

In a departure for the Journal, 
the feature on Miss Lyons is 
divided into two sections: “She 
Speaks to Seven Million Wom- 
en,” by a Journal staffer, and 
“Life Has a Lovely Way of Liv- 
ing,” by Miss Lyons _ herself. 
Quite a tribute to the lady the 
Journal calls “probably the most 
valuable, most sought-after, non- 
network property in television.” 
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frigerators), EWR&R; Dr. Pepper Co. 
(King size), Grant; Humble Oil & Refin- 
ing Co. (gasoline), McCann-Erickson; 
Campbell Taggart Assoc. Bakeries, Inc. 
(Rainbo Ice Pops), Bel Art; Arka-Servel 
(Sun Valley air-conditioning), Robt. K. 
Butcher; Lone Star Gas Co. (gas air-condi- 
tioning), EWR&R. 


KLAEGER FILM 
PRODUCTIONS, INC. 


Completed: Nestle Co. (Nescafe), Esty; 
Cluett-Peabody, Inc. (Arrow shirts), L&N; 
Greyhound Corp. (bus), Grey; U.S. Treas- 
ury (bonds), McCann-Erickson; Colgate- 
Palmolive Co. (Vel.), L&N; Dow Chem- 
ical Co. (Saran Wrap, Dowgard), Mac- 
Manus, John & Adams; National Carbon 
Co. (Prestone), Esty; General Electric Co. 





Advertising Directory of TV SERVICES 











BONDED T. ¥. FILM SERVICE 
630 Ninth Ave.. New York 36, N. Y. 
JUdson 6-1030 

Chicago: 130! S. Wabash, WA 2-1629 
L.A.: 8290 Santa Monica Blvd.. OL 4-7575 

The nation's largest total film service 

for post-production needs 

SPEED @ SAFETY @ SATISFACTION 


er Pe 






‘FILM 


QUIPMENT 


‘ i oe Ww, 














Quiz Fix? 


There’s nothing wrong with 
quiz shows that can’t be fixed. 

So they’ve got one running on 
wcpo-Tv Cincinnati that’s both 
un-fixable and popular. It’s Hi- 
Lo, seen Monday through Friday 
mornings and conceived by the 
Keelor & Stites advertising 
agency for the local IGA super- 
market chain. 

In addition to providing enter- 
tainment through the pantomim- 
ing of a boy-and-girl team to 
musical numbers, Hi-Lo insures 
audience faith in its honesty by 
allowing all contestants to par- 
ticipate until they win prizes 
eventually. Viewers become eligi- 
ble for a phone call and contest 
question by sending in_post- 
cards; the cards are drawn at 
random on camera. 

All prizes are purchased by the 
program sponsor, 
having ranged from a color-tv 
set and a mink stole through 
various kitchen and household 
appliances. No plugs, beyond 
identifying the prize and _ its 
value, are permitted. 


with awards 


IGA stores get only two one- 
minute commercials in the show 
itself, but their grocery products 
are involved in the questions 
asked contestants. Agency presi- 
dent J. T. Nolan Jr. notes the 
show gives “entertainment, sus- 
pense and excitement . . . blend- 
ed into a half-hour commercial 


for our client.” 





S. 0. $. CINEMA SUPPLY CORP. 


New York City: 602 West 52nd Street, Plaza 7-0440 
Hollywood, Calif.: 6331 Hollywood Bivd., HO 7.2124 
SALES + LEASING + SERVICE 
The world's largest source for film production 
quip t: A tion, Producing, Lighting, 
Processing, Recording, Projection, etc. 
Send for our huge 34th year Cataleg on yeur 
letterhead to Dept. N. 











EAST-WEST DISTRIBUTORS, INC. 
630 NINTH AVENUE 
NEW YORK 36, NEW YORK 
FILM CENTER BUILDING 
JUDSON 2-4727 

















CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS—SALES—-SERVICE 











Complete film and videotape lab service 
Videotape to film transters 
Videotape recording 
Videotape duplicating 
Videotape viewing and editing 


ACME FILM LABORATORIES, INC. 


1161 N. Highland Ave., Hollywood 38, Calif. 
HOilywood 4-747! 








Motion picture and television equipment 
lighting equipment . . . generators 
... film editing equipment . . . processing 
equipment. 
- 7 
LIGHTING 

















CHARLES ROSS, INC. 


333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 


SALES @ SERVICE @ RENTALS 











CHATEAU THEATRICAL ANIMALS 
608 West 48th Street, New York, N. Y. 
Circle 6-0520 
“FROM A FLEA TO AN ELEPHANT— 
FROM AGOAT CART TO A STAGECOACH” 
Our animals have never failed to perform 
Our handlers are competent 
Our stock is immaculate 





| OPTICAL EFFECTS 
AND ANIMATION 


ae: 











VIDEART INC. 
480 Lexington Ave., New York 17, N. Y. 
Murray Hill 2-2363-4 
Joe Zuckerman, Pres. 
Optical Effects—Titles 
Complete Animation Facilities 








Animation Consultants 
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WALTON HAULING & WAREHOUSE CORP. 
609-11 West 46th St., New York 19, N. Y. 
Circle 6-8685-6-7-8 
THEATRICAL HAULERS 


or 
Television, Radio 
& Legitimate Theaters 





MAURICE H. ZOUARY 
333 West 52nd St., N. Y. C., 19 
JUDSON 2-6185 


35mm MOTION PICTURE 
BLACK & WHITE @ STOLOR 
OVER 10,000,000 FEET 
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ORR: 0s pi oka Sea RRS 
NS Ge : 











TELEPHONE MESSAGE SERVICE 


222 E. 56th St., New York, N. Y. 
PLaza 9-3400 


Let us be your New York office. 
24 hours, 7 days a week, service 
specializing in tv and radio industry 





PREVIEW THEATRES, INC. 

1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
rea: William B. Gullette 
16mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 
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(presentation), Maxon; Corn Products Co. 
(Niagara), L&N; Colgate-Palmolive Co. 
(Ajex), McCann-Erickson; American Mo- 
tors Co. (Nash), Geyer; Chesebrough- 
Ponds (Vicks), Morse International. 

In Production: General Motors Corp. (Pon- 
tiac), MJ&A; General Electric Co. (G.E. 
products), Maxon; E. I. du Pont de Ne- 
mours (car polish), BBDO; U.S. Rubber 
Co. (tires), FRC&H; Ideal Toy Co. (Jr. 













Astronaut), Grey; Chesebrough - Ponds 
(Vaseline), Esty; Sterno, Inc. (Sterno), 
Bates; Remington-Rand Corp. (shaver), 
FRC&H; Van Heusen Co, (shirts), Grey; 
Dow Chemical Co. (Saran Wrap), MJ&A; 
P. Lorillard & Co. (Old Gold), L&N; E. I. 
du Pont de Nemours (paint), Ayer; Car- 
reras (Sportsman) MJ&A; American Mo- 
tors Co. (Rambler), GMM&B; H. P. Hood 
& Sons, Inc. (Coronet ice cream), K&E; 
P. Ballantine & Sons (beer), Esty; Dow 



























¢ 





Chemical Co. (Dowgard), MJ&A; Na- 
tional Carbon Co. (Prestone), Esty; Lan- 
ders, Frary & Clark (Coffeematic), Grant. 


NATIONAL SCREEN SERVICE 


Completed: P. Ballantine & Sons (beer), 
Esty; Hygrade Food Products (meats), 
W. B. Doner; Gibbons Brewery (beer), 
Gann; Hassenfeld Bros., Inc. (toys), Grey; 
Sun Oil Co. (Sunoco gas & oil), Esty. 

In Production: Pontiac Motors Div. GM 
(cars), MJ&A; Pontiac Motors Div. GM 
(cars), MacLaren; Hassenfeld Bros., Inc. 
(toys), Grey; P. Ballantine & Sons (beer), 
Esty; B. C. Remedy Co. (headache rem- 
edy), C. Knox Massey; State of New Jer- 
sey (safety film), direct. 


FRED NILES PRODUCTIONS 


Completed: International Shoe Co. (Smart 
Set shoes), Krupnick; Standard Oil] Co. 
(Atlas Weatherguard tires), D’Arcy; Mill- 
er Brewing Co. (High Life), Mathiesson; 
W. A. Shaeffer Pen Co., BBDO: Milwau- 
kee Gas & Light Co., Cramer-Krasselt; 
Montgomery, Ward & Co. (Tru-Cold re- 
frigerators, air-conditioners), direct; May- 
wood Park Trotting Assoc. (Maywood 
Park), direct; National Tea Co., Lillien- 
| feld. 

| In Production: Scott Chemical Co. (Wool 











| Suds), Rosenbloom; O’Cedar Corp. (In- 
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AND 
HARDY 
SHOW 
Gets Top Ratings On 


WCBS-TV, New York 








Wire or phone 
Art Kerman 
today for 
availability 

in your market, 
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\ 
GOVERNOR TELEVISION 


375 Park Avenue, N.Y.C. 
PLaza 3-6216 









4 | stant Dri-Glo & Sweep Queen broom), 
Turner; Black Panther Co. (Instant Light- 
| ing charcoal), direct; Humble Oi] & Re- 
| fining Co. (Carter gasoline Speedway 79), 
| McCann-Erickson; Humble Oil & Refining 

Co. (gasoline), W. B. Doner; Anheuser- 

Busch, Inc. (Busch Bavarian beer), Gard- 
| ner; Oklahoma Oil Co. (gasoline), NL&B; 
| Gold Bell Gift Stamps, W. B. Doner; Unit- 


ler Air Lines, Ayer. 


PINTOFF PRODUCTIONS 


Completed: General Electric Co. (vacuum 
cleaners), Y&R; Isodine Pharmacal Corp. 
(gargle), Reach, McClinton: Ward Bak- 











Mark Evans has been named vice 
president of public affairs for the 
Metropolitan Broadcasting Corp., it 
has been announced by John W. 
Kluge, president and chairman of 
the board. For the past 12 years Mr. 
Evans has conducted his own pro- 
gram on wTop Washington, having 
replaced Arthur Godfrey in that posi- 
tion. He is a well-known lecturer and 
toastmaster. He was formerly on KSL 
Salt Lake City and wwoc Wash- 
ington. 





ing Co. (Tip Top bread & Lucky cakes), 
Grey; Kings Wine Co. (wine), Wermen & 
Schorr; Aluminum Co. of America (Al- 
coa), F&S&R; Texas Co. (Texaco), C&W. 
In Production: American Heritage Founda- 
tion (election promotion), FC&B; Ward 
Baking Co. (Tip Top bread & Lucky 
cakes), Grey; Consolidated Cigar Corp. 
(Muriel cigars), L&N; Esso Standard Oil 
Co. (Esso extra gasoline), McCann-Erick- 
son; Union Underwear Co., Inc. (under- 
wear), Grey; Proctor-Silex Co. (Proctor- 
Silex), Weiss & Geller; Nestle Co. (Zip), 
McCann-Erickson; Pintoff Productions 
(The Interview), direct; Kellogg Co. (Kel- 
logg Concentrate), Screen Gems; Helene 
Curtis Industries, Inc., Screen Gems; Curtis 
Publishing Co. (American Home maga- 
zine), direct; Stahl-Meyer, Inc. (Ferris 
ham & bacon), Hicks & Greist; Radio Corp. 
of America (RCA record albums), Grey. 


Pulse Top 10 Comedy Shows for January 





| Rank Program 
1—Phil Silvers 


2—Three Stooges 


CBS 





3—Honeymooners | CBS 
3—How To Marry A 
Millionaire NTA 
| 5—Glencannon NTA 
| 6—This Is Alice NTA 
| 7—Life of Riley CNP 
8—Amos ’N’ Andy CBS 
9—Our Miss Brooks CBS 
10—People’s Choice ABC 


Screen Gems 


National| Viewers Per 100 Hours 
Wet'd | Tuned In 


Distributor Average ‘Men Women Teens Children 


11.9 72 76 19 67 
11.5 | 58 63 16 43 
9.3 67 73 17 63 


9.3 73 34 16 43 


8.8 71 82 15 47 
8.3 72 78 15 56 
7.8 61 68 11 58 
7.3 4] 44 16 92 
6.6 12 83 7 47 
6.4 61 76 16 55 
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WWLP.-TV’s “Highlights” chalks up 1,500 shows, 7,000 guests for single sponsor 


Tom Colton reviews books . . . 


a not unusual for a local utility to 


sponsor a news or weather pro- 
gram five nights a week in a market, 
nor for an enterprising firm to pro- 
duce a once-weekly or infrequent pro- 
gram of special interest to local 
viewers. 

But when a company underwrites 
production of a special-interest show 
five nights a week—not for a season 
or a year, but for seven years with no 
end in sight—it’s a different and un- 
usual story. 


Highlights began on WWLP-TV 
Springfield, Mass., on St. Patrick’s 
Day in 1953 as a quarter-hour show 
seen Monday through Friday at 
7:15 p.m., with Western Massachu- 
setts Electric Co. as its sponsor. When 
the annual Irish celebration rolled 
around last month, only one thing in 
the Highlights picture had changed: 
it was starting its eighth year on the 
air. 

The continuing success of the pro- 
gram through 1,500 consecutive 


Seven-year saga 


... kids the Roarin’ ’20s ... 


shows and 7,000 different guests is 
credited to its emphasis on the local 
scene. Tom Colton, its emcee, has 
been on Highlights since its inception 
and works exclusively for the electric 
company. Now as celebrated a per- 
sonality in the Springfield area as any 
major network star, Mr. Colton has a 
“hometown boy” appeal that is a 
major drawing point. 


Surprise to Viewers 


What the emcee will present each 
evening is often a surprise to viewers, 
except that they know it will be of 
interest to them. A typical week’s pro- 
gram might include a number from 
Damn Yankees as presented by Uni- 
versity of Massachusetts students, a 
demonstration by nurses from a local 
hospital, an interview with a local 
resident who works as a major- 
league baseball umpire, an appear- 
ance of the Navy’s “Blue Angels” fly- 
ing team, etc. 

Joining Tom Colton as a home- 





grown personality is Pat Leahy, an 
attractive miss who delivers the elec- 
tric company’s commercials three 
days weekly. Film announcements 
alternate with the live messages. All 
commercials are based on an institu- 
tional approach that boosts the area 
itself as a good place in which to live, 
work, play and do business—includ- 
ing selling electric appliances and 
power. 

As in the client’s announcements, 
the program itself consists of “home 
talk to home folks.” Most of the 7,000 
guests who have appeared on the 
show have been local residents who 
were questioned about their jobs, 
hobbies, interests and the like. Visual 
aids and photos are worked into the 
interview format to provide addi- 
tional interest and variety. 

Richard R. Bruce, president of the 
advertising agency bearing his name, 
which handles the Western Massachu- 
setts Electric account, credits the pro- 
gram with creating a feeling of good- 

(Continued on page 48) 
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. . . probes medical techniques 








Budget (Continued from page 34) 


previous year’s investments, and to- 
bacco products and supplies, with 
$106,659,190, or 14 per cent over 
1958 expenditures. 

As noted above, this increase in 
tobacco spending was concentrated 
almost exclusively in the network 
area. The total is precisely $13,215,- 
368 over the $93,443,822 invested in 
network and spot in 1958, and of that 
dollar increase, exactly $371,000 
went to spot. Network gained ground 
in two major tobacco areas: ciga- 
rettes, which increased spending 
more than $6 million dollars, and 
cigars and pipe tobacco, which went 
from $851,000 in 1958 to $7.3 million 
last year. For the year 1959, the 
share of tobacco money in television 
was split this way, according to TvB: 
spot, $31,490,000; network, $75,- 
169,190. 

Spot television proved to be a 
popular medium for automotive ad- 
vertisers in 1959. The TvB annual 
estimates show a combined network 
and spot investment of $65,031,388, 
a 10.5-per-cent jump over the $58,- 
840,855 spent in the previous year. 
Although network continues to hold 
the largest share of automotive money 
($46,856,388 as compared to spot’s 
$18,175,000), the percentage climb 
for spot was nothing short of 
phenomenal, going from 1958’s $7.4 
million to $18.2 million. The 1959 


network expenditure was below the 





STATION 
DIRECTORY 
REPRINTS 
are available 


25« each, 20c in lots of 10 or more. 


Address Reader's Service, TELEVISION 


AGE, 444 Madison Ave., N. Y. 22, N. Y. 














LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
222 E. 56th St., New York City 
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Product Classification (Continued from page 34) 


Shaving Creams, Lotions, etc. 
Toilet Soaps 
Miscellaneous 


Dental Products: 
Dentifrices 
Mouthwashes 
Miscellaneous 


Drug Products: 
Cold Remedies 
Headache Remedies 
Indigestion Remedies 
Laxatives 
Vitamins 
Weight Aids 
Miscellaneous Drug Products 
Drug Stores 


Food & Grocery Products: 
Baked Goods 
Cereals 
Coffee, Tea & Food Drinks 
Condiments, Sauces, Appetizers 
Dairy Products 
Desserts 
Dry Foods (Flour, Mixes, Rice, etc.) 
Fruits & Vegetables, Juices 
Macaroni, Noodles, Chili, etc. 
Margarine, Shortenings 
Meat, Poultry & Fish 
Soups 
Miscellaneous Foods 
Miscellaneous Frozen Foods 
Food Stores 


Garden Supplies & Equipment: 


Gasoline & Lubricants: 
Gasoline & Oil 
Oil Additives 
Miscellaneous 


Hotels, Resorts, Restaurants: 


Household Cleaners, Cleansers, 
Polishes, Waxes: 
Cleaners, Cleansers 
Floor & Furniture Polishes, Waxes 
Glass Cleaners 
Home Dry Cleaners 
Shoe Polish 
Miscellaneous Cleaners 


Household Equipment—Appliances: 


Household Furnishings: 
Beds, Mattresses, Springs 
Furniture & Other Furnishings 


Household Laundry Products: 
Bleaches, Starches 
Packaged Soaps, Detergents 
Miscellaneous 


Household Paper Products: 
Cleansing Tissues 
Food Wraps 
Napkins 
Toilet Tissue 
Miscellaneous 


Total Tv 


9,153,554 
24,606,857 
3,002,174 


38,254,131 
30,971,558 
5,075,627 
2,206,946 


123,449,521 
29,070,168 
32,441,491 
17,820,312 
11,247,950 

9,148,662 
3,882,729 
18,741,209 
1,097,000 


275,180,125 
36,620,594 
41,574,202 
50,879,075 
11,899,940 
21,324,978 

5,179,680 
30,056,873 
17,778,620 

3,363,944 
15,679,552 
11,024,711 

5,731,004 
13,001,032 

1,616,920 

9,449,000 


1,106,345 


32,831,894 
29,593,084 
1,285,000 
1,953,810 


606,885 


69,313,146 
50,952,818 
10,827,315 
2,704,625 
826,265 
2,280,300 
1,721,823 


20,138,110 


7,628,772 
1,785,000 
5,843,772 


79,443,410 
8,547,573 
68,578,013 
2,317,824 


16,816,812 
1,781,584 
6,205,836 
2,051,179 
3,512,719 
3,265,494 


Spot Tv 


1,488,000 
7,193,000 
1,531,000 


13,571,000 
8,806,000 
3,898,000 

867,000 


53,478,000 
16,655,000 
10,823,000 
10,310,000 
3,031,000 
4,026,000 
1,911,000 
5,625,000 
1,097,000 


165,725,000 
28,736,000 
15,266,000 
36,501,000 

7,121,000 
7,919,000 
1,366,000 
19,489,000 
9,551,000 
2,136,000 
8,942,000 
8,909,000 
988,000 
7,850,000 
1,502,000 
9,449,000 


808,000 


22,890,000 
21,449,000 
1,285,000 
156,000 


568,000 


45,165,000 
38,128,000 
3,540,000 
659,000 
569,000 
1,725,000 
544,000 


4,971,000 


3,564,000 
1,785,000 
1,779,000 


36,727,000 
6,702,000 
27,987,000 
2,038,000 


4,558,000 
666,000 
1,524,000 
314,000 
1,162,000 
892,000 


Network Tv 


7,665,554 
17,503,857 
1,471,174 


24,683,131 
22,165,558 
1,177,627 
1,339,946 


69,971,521 
12,415,168 
21,618,491 
7,510,312 
8,216,950 
5,122,662 
1,971,729 
13,116,209 


109,455,125 
7,884,594 
26,308,202 
14,378,075 
4,778,940 
13,405,978 
3,813,680 
10,567,873 
8,227,620 
1,227,944 
6,737,552 
2,115,711 
4,743,004 
5,151,032 
114,920 


298,345 


9,941,894 
8,144,084 


1,797,810 
38,885 


24,148,146 
12,824,818 
7,287,315 
2,045,625 
257,265 
555,300 
1,177,823 


15,167,110 
4,064,772 


4,064,772 


42,716,410 
1,845,573 
40,591,013 
279,824 


12,258,812 
1,115,584 
4,681,836 
1,737,179 
2,350,719 
2,373,494 
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Total Tv 


Household General: 13,142,952 
Brooms, Brushes, Mops, etc. 1,418,106 
China, Glassware, Crockery, Containers 941,000 
Disinfectants, Deodorizers 4,972,612 
Fuels (heating, etc.) 378,742 
Insecticides, Rodenticides 3,493,832 
Kitchen Utensils 495,199 
Miscellaneous 1,443,461 

Notions: 681,292 

Pet Products: 14,395,339 

Publications: 705,593 

Sporting Goods, Bicycles, Toys: 7,955,414 
Bicycles & Supplies 144,492 
Toys & Games 6,206,764 
Miscellaneous 1,604,158 

Stationery, Office Equipment: 1,476,604 

Television, Radio, Phonograph, 

Musical Instruments: 7,000,721 
Radio & Television Sets 3,961,084 
Records 886,462 
Miscellaneous 2,153,175 

Tobacco Products & Supplies: 106,659,190 
Cigarettes 96,356,529 
Cigars, Pipe Tobacco 9,635,647 
Miscellaneous 667,014 

Transportation & Travel: 5,036,861 
Air 2,794,922 
Bus 1,460,513 
Rail 718,000 
Miscellaneous 63,426 

Watches, Jewelry, Cameras: 21,314,277 
Cameras, Accessories, Supplies 10,228,671 
Clocks & Watches 4,760,432 
Jewelry 345,517 
Pens & Pencils 4,792,433 
Miscellaneous 1,187,224 

Miscellaneous: 9,959,212 
Trading Stamps 953,000 
MisceHaneous Products 5,014,212 
Miscellaneous Stores 3,992,000 

TOTAL: $1,232,914,530 


$51.5-million estimate of 1958. 
There classifications 
which reduced television investments 
in 1959, and they should be men- 
tioned: publications, down 54.7 per 


were four 


cent ; office equipment, 


down 47.9 per cent; television, radio, 


stationery, 


phonograph, musical instruments, 
down 39.1 per cent, and transporta- 
tion and travel, down 10.7 per cent. 
But these falloffs were more than 
offset by truly surprising gains in 
many diverse product classifications. 
The largest percentage increase (1959 
over 1958) was scored by the agricul- 
ture category—159 per cent. Other 


impressive percentage gains: amuse- 











Spot Tv Network Tv ments, entertainment, 76.7 per cent; 
5.617.000 7,525,952 chemicals, institutional, 129. } per 
603,000 815,106 cent; household cleaners. cleansers, 
941,000 _ polishes, waxes, 50.4 per cent; house- 
1,156,000 3,816,612 hold furnishings, 42.5 per cent; no- 
Seah ails tions, 63.9 per cent; sporting goods, 
106,000 389,199 bicycles, toys, 52.7 per cent. 
801,000 642,461 These estimates are compiled for 
325,000 356.292 TvB by N.C. Rorabaugh (spot) and 
Leading National Advertisers-Broad- 
6,689,000 7,706,339 cast Advertiser Reports (network). 
679,000 26,593 
4,893,000 3,062,414 
36,000 108,492 ig 
4,530,000 1,676,764 Seal 
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1,171,000 5,829,721 
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510,000 1,643,175 While serving a single 
31,490,000 75,169,190 || ‘station market, WIHI-TV 
28,756,000 67,600,529 || i f : 
2 330,000 7,305,647 || fulfills its public service re- 
404,000 263,014 |  Sponsibilities in a way that 
3,911,000 1.125.861 | has gained for it the appre- 
2,734,000 60,922 || ciation and support of its 
22, 1,038,513 || {Ge = $ 
msc entire viewing area . . . a cir- 
37,000 26,426 | -Cumstance that must be re- 
: . . 
3,830,000 17,484,277 | flected in audience response 
1,170,000 9,058,671 | to advertising carried. 
22,000 4,738,432 | 
174,000 171,517 Five full % hours of local 
2,211,000 2,581,433 
253,000 934.224 [egy Public service program- 
ming each week. 
8,600,000 1,359,212 ; 
953,000 
3,655,000 1,359,212 WL | a | - 1! V 
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CHANNEL 10 CBS - ABC 
$605,603,000 $627,311,530 


TERRE HAUTE 
INDIANA 


Represented Nationally by Bolling Co. 


TV’s most exciting new star 


| "Q, 7, HUSH: Private Eve” 





says; “Welcome . « « 


Wael" 


Call, Write or wire.. 


M & A ALEXANDER PRODUCTIONS, INC. 


Hollywood 
6040 Sunset Boulevard, HOllywood 4.3414 
New York City 
* Larry Stern, 141 East 55th Street, Plaza 5-5266 
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Columbia (Continued from page 31) 


the bottom-line figure.” 

In addition to a closer relationship 
to the parent company and greater 
autonomy within departments, prob- 
ably the most significant change at 
SG revolves around the relationship 
between New York headquarters and 
the west-coast studio. Bill Dozier, 
studio chief, puts it this way: “With 
Jerry Hyams running the financial, 
organizational and sales end of 
things, and with Johnny Mitchell in 
national sales, there is no overlap- 
ping of prerogatives—considerable 
discussion, but no _ encroachment. 
Once a program decision has been 
made, it’s entirely up to me.” 

Mr. Hyams, in giving the west 
coast complete authority on all de- 
velopment and production problems 
and decisions, made probably the 
most radical change in the SG op- 
eration, but it was a logical result of 
his thinking that a good man needs 
room to breathe. 


On Their Own 


“We feel,” he says, “that we have 
a splendid group out there, and they 
should be on their own, although of 
course we discuss everything with 
them thoroughly. But their business 
is creativity and production, whereas 
ours is sales and planning. By divid- 
ing these responsibilities each coast is 
allowed to concentrate on its specialty 
and avoid extraneous matters which 
would only slow things up.” (The 
late Ralph Cohn, who was acknowl- 
edged as a genius of sorts, had an 
overriding concern with production 
and creative problems, but it often 
resulted in tension and irritation be- 
tween the studio and New York.) 

By breaking the company down 
into separate areas, it can be seen 
that a new enthusiasm as well as a 
new confidence inspires each of the 
executives, which in turn is shared in 
varying degrees by their personnel. 
Mr. Dozier, for instance, says the rea- 
son he was willing to join Screen 
Gems was because of the freedom 
that was assured him (“I wouldn’t 
have joined the old operation”) and 
because “I wanted to get into an 
aggressive television operation con- 
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fined only to production.” On the 
creative level, he says, the basic 
change, which has affected all pro- 
duction personnel, lies simply “in 
raising our sights.” Studio people 
know that from now on maximum 
quality is essential in order to be 
competitive, and they also know that 
not only are they allowed to do bet- 
ter, it is expected of them, says the 
studio chief. 

“All of us recognize what is better, 
and we’ve gotten in the habit of ex- 
pecting the best. Good programs are 
a matter of taste, after all, not of 
money. We've actually brought down 
our production costs by 10 per cent, 
and the quality has increased. Be- 
cause of the changes in the executive 
structure, we’ve been able to eliminate 
waste and indecision.” 

The executive arrangement estab- 
lished by Mr. Hyams for the entire 
operation is duplicated in miniature 
on the west coast, for it is Mr. 
Dozier’s conviction that the days of 
the old-fashioned movie tycoon are 
over. “No one should attempt to exe- 
cute a number of shows all at once. 
My philosophy is simple: get the best 
people you can, create a climate to 
get the best work out of them, and 
then get the hell out of the way.” 
Mr. Dozier, before joining the Colum- 
bia subsidiary in November of last 
year, was vice president in charge 
of programming from Hollywood 
for CBS-TV. He had been with 
CBS-TV since 1951 (except for a 
brief stay with RKO Radio Pictures) 
and before that had worked in pro- 
duction posts with Paramount Pic- 
tures, Universal-International, Co- 
lumbia Pictures and Samuel Gold- 
wyn. 

Differences Today 

John Mitchell, as national sales 
chief, is the company’s strategist in 
the complex moves and countermoves, 
hunches and counter-hunches that 
characterize network selling. As such, 
his operation hasn’t changed much 
over the years, but he notices some 
perceptible differences in the com- 
pany today. “The whole company is 
more autonomous, the studio is better 
organized, and there are a lot fewer 
meetings and not as much waste mo- 
tion,” Mr. Mitchell says, or words 


to that effect. 


Mr. Mitchell, as a salesman, plays 
a crucial role in what will be seen 
and what will not be seen on the net- 
works. As he points out, “a lot of 
good shows will go begging this year 
because not everyone knows the 
science of getting a program on the 
air.” Although there is no question, 
he says, that the SG product he has 
to sell is vastly improved, only half 
of the problem has been met. The 
second half is being in the right spot 
at the right time with the right kind 
of program. 


Advance Planning 


“We must anticipate the market, 
we must have its pulse way in advance 
so that the production people have 
time to develop the right programs.” 
(Mr. Mitchell correctly predicted a 
trend to comedy this year, and Screen 
Gems has gone ahead with four 
separate projects, at least two of 
which are expected to be sold in the 
near future.) 

A salesman all of his life, Mr. 
Mitchell joined Screen Gems in De- 
cember of 1952 to head up sales, 
and even today puts in a 60-hour 
week. He entered television film 
sales in 1948 as director of television 
for United Artists, supervising the 
distribution of telelfims. Before that 
he worked for the Mutual Broadcast- 
ing System, heading up the sales 
service department. 

Robert Seidelman, syndication 
chief, traces the changes that have 
occurred in his operation all the way 
back to 1957 when he and Jerry 
Hyams joined the company. Two big 
moves were made: in terms of prod- 
uct, the Universal library was ac- 
quired for tv distribution; and in 
terms of sales philosophy, a cam- 
paign was initiated to acquire a 
greater share of the first-run syndica- 
tion market (which was realized with 
the introduction of Rescue 8 in the 
fall of 1958). 

Over that three-year stretch Mr. 
Seidelman kept his sales force within 
bounds and so did not find himself in 
the awkward position of many of his 
competitors, who have had to cut 
staffs due to a tight syndication 
market. Also, his men handle all film 













product (rather than specializing in 
features, re-runs or regional sales) 
on the theory that “a good man can 
handle any piece of film, regardless 
of the buyer.” Since the Columbia 
subsidiary has a separate syndication 
production organization on the coast 
(headed by Robert Sparks), it might 
be expected to come up with a con- 
tinuing flow of product over the year, 
as do certain other companies. Such 
is not the case. As far as Mr. Seidel- 
man is concerned, “syndication is a 
fall business now. Most of the larger 
regionals last year were for fall 
starts, and the others are coming into 
line.” 

The 35-year-old executive entered 
the telefilm business in 1946 with the 
tv department of United World Film 





Burns’ estimate that “within the next 
three years Screen Gems will see an 
increase of from 35 to 40 per cent in 
overseas billings.” And by that time, 
these billings may represent close to 
20 per cent of the company’s entire 
business. With over 100 people now 
in his department (in addition to 
Columbia assists in certain parts of 
the world), Mr. Burns can look to 
an immense operation in the future, 
one that already distributes in 44 
countries and expects to develop pro- 
grams in several of them. 

Mr. Burns was vice president and 
general manager of Screen Gems 
(Canada), Ltd., before coming to 
New York last August in his present 
post. He had been in that position in 
Canada since the subsidiary was es- 


SG’s studio management team at a script conjerence. They ure (l. to r.) Harry 
Ackerman, Bob Sparks, Charles Fries, Bill Dozier, vice president in charge of 


west-coast activities, and Bill Sackheim. 


and joined Hygo Television Films in 
1950 when it was formed by Mr. 
Hyams, becoming vice president and 
sales manager. When Screen Gems 
absorbed Hygo in 1957, Mr. Seidel- 
man joined Mr. Hyams in establish- 
ing SG’s new syndication operation. 
Lloyd Burns, as head of interna- 
tional operations, doesn’t like the 
word “foreigner,” not because he is 
one (from Canada) but because he 
recognizes that there are various 
national movements in the world 
which don’t like to be called foreign. 
In the face of these movements, he 
likes to use phrases like overseas and 
international, an area which has been 
getting a lot of attention from Screen 
Gems recently. 
And for good reason. It is Mr. 






tablished in 1955 and was also gen- 
eral manager of Telepix Movies, Ltd., 
a pioneering telefilm distributor in 
Canada. 

All of these men report to Mr. 
Hyams, who in turn reports to Abe 
Schneider, president of Columbia 
Pictures. Mr. Hyams, who is only 44, 
places a great emphasis on youth in 
his plans for the future of the com- 
pany. “In order for the company to 
survive—since it will be only as 
good as the people in it—we’ve de- 
cided to groom at least one young 
person to learn the functions of each 
of the executives in key spots. They 
must be ambitious, energetic and 
young.” This program, which is prob- 
ably the most farsighted in the busi- 
ness, gives an indication that Screen 





Gems plans to be around as a potent 
force in television for a long time. 
Some of the “young blood” includes: 
Al Zecha, 24, from the Harvard 
School of Business, who is in the in- 
ternational area; Laurence Hilford, 
27, national sales; Dick Connell, 24. 
assistant to Selmer Chalif on the west 
coast, and Bert Schneider, 28, as- 
sistant to Mr. Hyams. 

As a force in the broadcasting in- 
dustry, Screen Gems, according to 
Mr. Hyams, can be expected to ex- 
pand in three separate areas: station 
acquisition (through a subsidiary of 
Columbia Pictures); video tape (it 
already has facilities through its 
commercial production subsidiary, 
Elliot, Unger & Elliot), and over- 
seas (both in station investments and 
in program distribution). 


In Film Since 1934 


Mr. Hyams, who gives the impres- 
sion of being both blunt and consider- 
ate, has been in the film business since 
he was 19, beginning in 1934 with 
Guaranteed Pictures (later to become 
Commonwealth), which was owned 
by his uncle, Sam Goldstein. Over 
the years the SG executive learned 
the ropes the hard way, and after a 
stint in the U.S. Navy (OSS division) 
he returned to Commonwealth to sell 
features and other films to tv. 

After the tragic death of his uncle 
in a railroad accident in 1949 Mr. 
Hyams formed his own company, 
Hygo Television Films, which quickly 
found an avid market for features 
for tv. He acquired an independent 
distributor, Unity Television, in 1954. 
In 1956, faced with the huge libraries 
of pre-’48 features which had been 
released, he sold both companies and 
their catalogs to Screen Gems, be- 
coming that company’s director of 
syndication. He was elecied to his 
present post last September. 

The new look at Screen Gems can 
be considered the brain-child of Mr. 
Hyams and of the Columbia manage- 
ment, an example of collective think- 
ing at its best. The new image is just 
now coming into focus; in the months 
and years to come it will emerge as 
clearly and as loudly as its earlier 
personality did, with this difference: 
it will be multi-faceted one. 
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News (Continued from page 20) 
The ADC’s_ exhibition, which 
ended April 20, included 474 ac- 
cepted entries, selected by a jury 
from nearly 14,000 submissions. Wil- 





Promotional winner 


liam H. Buckley, art director of J. 
Walter Thompson Co. and a past 
president of the club, was chairman 
of the awards luncheon. Garrett P. 
Orr, eastern art director of Outdoor 
Advertising. Inc., president of the 





Alpine ranked first 


New York ADC, 


medals. 


presented the 


‘Sprinkler System’ 


Too meny advertisers are employ- 
ing the “underground sprinkler sys- 
tem” on the assumption that a 
national campaign automatically de- 
equal 
throughout the country, an advertis- 


livers advertising pressure 
ing-agency audience gathered in the 
studios of KPpIx San Francisco re- 
cently was told by Robert Hoffman, 


director of marketing and research 
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of Television Advertising Represen- 
tatives, Inc. 

The sales-representative executive 
decried the belief that “an advertiser 
can turn on the faucet like a home 
owner and assume the entire lawn is 
watered evenly.” He said: “Let the 
sprinkler heads clog up or any leak 
develop and the uniformity ends. 
This in varying degrees happens with 
national advertising . . . and | predict 
there will be the dickens to pay if the 
advertiser takes no account of the 
many differences in American mar- 
kets which at first glance look alike.” 

Comparing San Francisco and 
Boston, Mr. Hoffman pointed out that 
both are seaports, both are major- 
league baseball towns, both have al- 
most identical total population and 
effective buying income and, from the 
viewpoint of metropolitan area, both 
rank back-to-back in size as the sixth 
and seventh U. S. markets. Yet, he 
stated, San Francisco is a more dif- 
ficult media market than Boston. 

Citing viewing habits which in 
many instances are as far apart as 
geographical location, the TvAR ex- 
ecutive called attention to ABC-TV’s 
American Bandstand, which gets a 
10 ARB rating in Boston but, op- 
posite KPIX’s Dance Party, registers 
only 4 in San Francisco, against the 
local show’s 7. “Obviously,” he said, 
“national advertisers using the Dick 
Clark program cannot expect the 
same results in both cities. The ab- 
sence of a market-by-market concept 
and reliance on national averages 
have blinded too many national ad- 
vertisers to this situation.” 

In the field of small cars, for exam- 
ple, a recent TvAR study revealed that 
Falcon, Corvair and Valiant are bet- 
ter known on the west coast than in 
Boston, and that San Francisco is gen- 
erally a better automobile market 
than the Hub City. Boston is a strong 
Rambler market; San Francisco likes 
though Corvair 
ranks first among car owners inter- 


> 


foreign “compacts,” 


ested in buying a “compact.” 

“Never assume the national market 
for your product is a homogeneous 
blur,” Mr. Hoffman concluded, “or 
the consumer a stereotype. The so- 
called American mass market is mere- 
ly an aggregate of many different 


markets. The companies that can 
count on the greatest success will be 
those which take account of the 
geographic gymnastics that go into 
making up this mass market.” 


Coffee Sold by Tv 


Last year coffee roasters and dis- 
tributors spent $34,972,868 in tele- 
vision, according to Television Bu- 
reau of Advertising estimates. Spot 
tv accounted for $24,989,370, ac- 
cording to TvB-Rorabaugh estimates, 
while network tv came to $9,983,498, 
based on LNA-BAR figures. 

The success of the industry cam- 
paign to increase coffee consumption 
is indicated in the fact that 21,750,- 
000 bags of green coffee were roasted 
in 1959, as compared with 20,937,- 
000 bags in 1955, the previous high 
point in industry history. 

“Coffee prices,” it was noted by 
Norman E. Cash, president of TvB, 
“are at their lowest levels in nearly 
a decade, a unique situation in an 
economy where prices have risen 
steadily.” At the same time, compe- 
tition has continued to grow in the 
coffee field, with a further increase 
promised for the future. 

The leading tv user in the coffee 
field was General Foods Corp. with 
gross time billings of $13.3 million 
in 1959. 

A good example of the effective- 


(Continued on page 50) 





Saga 
will and identification for his client 
“that would be difficult to duplicate 
in any other medium.” 

His belief is echoed by the com- 
pany itself, which feels that High- 
lights has achieved every objective 


(Continued from page 43) 


any advertiser looks for: (1) in- 
creased use of its product—electric- 
ity; (2) creation of a demand for its 
product by helping to sell electric 
appliances, and (3) making of the 
company’s name a respected and ap- 
preciated byword in the area. 

As for WWLP-TV, president and 
general manager William Putnam 
isn’t an Irishman by birth, but he 
celebrates each St. Patrick’s Day with 
an exuberance few sons of Eire could 
match. 
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RCA REVIEW. One of the most ex- 
citing tv-electronic stocks in Wall 
Street these days is Radio Corp. of 
America. It’s been over 30 years 
since this company has had the in- 
terest of investors the way it does 
today. Recently, a few weeks before 
the annual report for 1959 made its 
appearance, board chairman David 
Sarnoff, president John Burns and 
a group of the corporation met with 
the New York Society of Security 
Analysts for the first time in seven 
years and gave an interesting look- 
see at the present and future of their 
company. 

In 1959 RCA sales hit $1.3 billion, 
an increase of 19 per cent over the 
1958 figure. Profits last year totaled 
over $40 million, equal to $2.65 per 
share, up 32 per cent from the $2.01- 
per-share profit in 1958. In his re- 
view of his company’s accomplish- 
ments General Sarnoff pointed out 
that a decade earlier the firm’s total 
volume was $400 million, of which 
88 per cent represented entertainment 
business—a sharp contrast with 1959, 
when 54 per cent was in the enter- 
tainment field and the remainder in 
industrial application of electronics. 


CONSUMER DEMAND. RCA is con- 
fident that there is a great expanding 
demand for the consumer goods of 
the electronics industry, and radio is 
cited as an example. Radio is the 
“mature” segment of the corpora- 
tion’s business, although many people 
have felt it was on the wane. Yet last 
year the company sold more radios 
than ever before—and in the face of 
the three million radio sets imported 
from Japan. RCA is confident that in 
1960 it will be able to score an in- 
crease of 40 per cent or better in 
radio sales—quite a tribute to a 
“mature” product. 


What is typical of radio is even 
more so of the other products-—tv 
sets, phonographs, records and house- 
hold appliances. The average tv set 
traded in these days is about 11 years 
old, and 40 per cent of the sets in 
use at present are six years old. Thus 
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the volume will be 
mounting while the second-set market 
climbs. In 1959 approximately 25 


per cent of all sets were sold to 


replacement 


homes already possessing one tv re- 
ceiver. 

Color tv set sales, meanwhile, are 
gaining, according to General Sarn- 
off. Last year, for the first time, the 
output of color sets was profitable, 
and in 1960 the output is expected to 
be doubled and the profits increased. 
At present, NBC-TV is programming 
two hours of color daily, or 650 
hours a year. Analysts were told that 
several of the auto makers, anxious 
to show off the color of their cars, 
have sought more color program- 
ming. 


There is not much likelihood of 
a sharp price reduction of color sets 
from RCA’s viewpoint. Sets origin- 
ally selling for $1,000 have been cut 
to $495, while the equivalent black- 
and-white set is $229.95. There may 
be some room for a reduction, but 
it is not likely to be substantial. 


INDUSTRY ASPECT. Leaving the 
consumer field to one side, it is obvi- 
ous that the most exciting and drama- 
tic achievements are taking place in 
those segments of RCA’s activities 
connected with space and industry 
electronics. Tiros, the weather satel- 
lite now circling the earth, is an 
RCA product and the first of a regu- 
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lar series in this respect. Most of this 


business is connected with Govern- 
ment plans. Consequently, it is sig- 
nificant to note that RCA’s Govern- 
ment business rose 54 per cent to 
$470 million last year and started 
1960 with a backlog of $325 million. 

The third and 
profitable area of electronic develop- 
ment is the the 
equipment in industry for processing 


The 


company has invested heavily in elec- 


probably most 


increased use of 


of data and communications. 


tronic data-processing systems. The 
RCA 501 is the company’s major 
entry in that field, and at the begin- 
ning of March there were 60 501 
systems on order and delivery of 15 

(Continued on page 50) 
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In appraisals, the 
combined experience 
of the staff at Black- 
burn & Company is 
measured in cen- 
turies—not years. For 
appraisals, contact: 
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News (Continued from page 48) 


ness of tv is the promotion of Gen- 
eral Foods’ new Western Blend Max- 
well House coffee, Mr. Cash said. 
Emphasizing spot television, supple- 
mented by other media, General 
Foods surveyed the Seattle market 
before and after the advertising be- 
gan. In two months brand awareness 
increased more than half. Purchase 
of the new brand increased 98 per 
cent during the spot tv drive. 

The Duncan Coffee Co., a regional 
firm in the south and southwest, used 
tv with equally good sales results. 
Almost 90 per cent of the company’s 
advertising budget is in spot tele- 
vision for its Maryland Club coffee. 

J. A. Folger & Co. used television 
in an effort to increase its share of 
the Chicago market. In less than a 
year Folger has become one of the 
leading brands in the area. 

Many techniques are used by cof- 
fee advertisers, ranging from such 
humorous commercials as that em- 
ployed by the John H. Wilkins Co. 
and the hard sell used by Martin- 
son’s. Butternut coffee has used a 
humorous “subliminal” commercial. 
Maxwell House commercials suggest 
the coffee aroma, and Nestle stresses 
the “43 beans in every cup” idea. 

“Television is the ideal advertis- 
ing medium for coffee companies be- 
cause it knows no seasons,” said Mr. 
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Cash. “Summer or winter it is 
equally effective. Also, through the 
regional power of spot television, and 
networks too, the medium is flexible, 
enabling coffee advertisers who are 


regional themselves in many in- 
stances to use television sucessfully. 
And considering that the majority 
of housewives do not use a shopping 
list, it makes it possible for a com- 
pany to establish identity. 

“With the many new brands, new 
packages and with costs down, tele- 
vision can work with speed and effi- 
ciency,” he added. “It serves coffee 
advertisers’ better than any other 
medium.” 

The top 10 television advertisers 
for coffee brands and their gross 
time billings in behalf of coffee alone 
in 1959 were: 


Spot Network Total 
($,000) ($,000) ($,000) 

General Foods 7801 5,529 13,330 
Standard Brands 1,731 2,364 4,094 


J. A. Folger 3,722 3,722 
Nestle Co. 1,199 1,210 2,409 
Hills Bros. 1,126 873 1,999 
M.J.B. Co. 1,329 1,329 
Paxton & Gallagher 1,204 1,204 
Duncan Coffee 1,093 1,093 
Wm. B. Reilly 1,068 1,068 
Chock Fullo’ Nuts 870 870 


Spot figures: TvB-Rorabaugh; network: 
LNA-BAR, released by TvB. 


Camera Sales on Tv 


Camera and photo-supply com- 
panies spent $10.2 million in tele- 
vision in 1959, an increase of 11.5 
per cent over the $9.2 million spent 
in 1958, the Television Bureau of 
Advertising reports. It is predicted 
that the prosperous year these com- 
panies enjoyed in 1959 will be bet- 
tered in 1960, when a sales volume 
of $2.3 billion is expected. 

An example of successful use of 
tv is that of the Polaroid Corp., 
which five years ago was spending 
$545,000 for its advertising, with 
some $200,000 going to television. 
In 1958 the company spent $1.4 
million, with tv getting one million 
in gross time billings. By 1959 
Polaroid’s gross time billings were 
$1,716,474. Neil Schreckinger, ac- 
count executive at Doyle Dane Bern- 
bach, Polaroid’s agency, explains: 
“What better way is there to sell a 
camera than to show it in action 


and then show immediately the pic- 
ture you took.” 

Another successful user is East- 
man Kodak Co., which last year 
spent $5.1 million for network and 
an additional $107,470 in spot. Bell 
& Howell’s total for network was 
$588,113 last year, with $205,300 
going to spot. General Aniline 
(Ansco) put $598,978 into network 
and $28,730 into spot, while Revere 
Camera Co. spent $573,880 in spot 
alone. General Electric Co. spent 
$523,777 in flash-bulb advertising on 
the network. 





Wall St. (Continued from page 49) 


completed. To gain full use of this 
data-processing equipment RCA is 
setting up electronic systems centers 
around the nation. One has been set 
up in Wall Street, another is being 
installed in Washington, D.C., and 
other locations are planned. 

The fourth growth area for RCA, 
according to General Sarnoff, is in 
the field of electronic servicing. The 
widening use of electronic equipment 
requires an ever-growing organiza- 
tion of skilled servicemen to main- 
tain electronic systems for press as- 
sociations, police systems, medical 
equipment, missile equipment and 
the scores of other systems develop- 
ing a good working condition. RCA 
has made a specialty of building an 
organization to take care of this 
work, and its contributions to in- 
dustry should grow more substantial 
each year. 

General Sarnoff also pointed out 
that the industry is in a state of con- 
stant ferment. For years the basic 
circuitry of the industry, the bound- 
ary of what can and cannot be done, 
had been dominated by the electronic 
tube. The development of the tran- 
sistor pushed the tube to one side. 
Now the transistor in turn is being 
challenged by other products, in- 
cluding the tunnel-diode, the micro- 
module and most recently one in 
which a single sliver of material can 
perform dozens of complex functions. 

These circuitry developments are 
causing an endless stream of changes 
and advances in the size, shape and 
utility of electronic-industry products. 
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hile national spot activity might 

slacken during the summer 
months, business should be extremely 
healthy during the weeks of July 
11-17 and July 25-30. Those are the 
periods during which the Democratic 
and Republican parties hold their 
conventions in Los Angeles and 
Chicago, respectively. Network cov- 
erage will be intensive—a minimum 
of 40 hours per network on both 
meetings—and viewing is expected 
to be at peak levels. Spot advertisers 
who take advantage of any availabili- 
ties in and around the convention 
coverage should get cost-per-thousand 
figures much lower than usual. 

A rumor that the Democratic party 
planned a pre-convention spot cam- 
paign turned out to be just that—a 
rumor. However, spot will play a 
“very important” part in the post- 
convention Democratic picture. Until 
after July 15 Guild, Bascom & Bon- 
figli, Inc., is playing its video cards 
close to its collective vest so as not 
to tip off the opposition to its stategy. 
(And BBDO is doing likewise for 
the Republicans. ) 

Meanwhile, spot is being used in 
various degrees in some of the pri- 
mary states by the top potential 
Democratic nominees. Video budgets 
thus far appear fairly light, as both 
major and minor markets must be 
covered in attempts to win as many 
districts as possible. Different local 
interests in each state also preclude 
the possibility of making filmed spots 
in some instances that are adaptable 
to each market. Tape is being utilized 
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a review of 
current activity 
in national 
spot tv 


in major markets to overcome this 
obstacle, but problems arise with 
secondary-market stations that don’t 
have tape equipment. 


* * * 


Among the brands listed in Spot 
Report this issue that are currently 
using or will soon be using announce- 
ment schedules are almost a dozen 
new products. Among them are toys, 
candy bars, hair products, synthetic 
fibres, cigarettes, swimsuits and dog 
food. In a recent address to . the 
American Marketing Association, A. 
R. Graustein Jr., marketing research 
director of Lever Bros. Co., discussed 
just what must be accomplished to 
promote successfully a new brand in 
his company product classes. 

Lever, he noted, sells roughly 114- 
billion packages of soap, margarine, 






At Reach, McClinton & Co., Inc., New 
York, Bill Overmeyer is assistant 
media director for the agency’s ac- 
counts that include Isodine Pharma- 
cal Corp., Prudential Insurance and 
Playtex products. 
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REPORT 


toothpaste, etc., each year. “This 
means 114-billion consumer decisions 
as to whether to buy our brand or a 
competing brand. Even to be halfway 
successful, a new brand must change 
the brand-buying habits of three to 
five million families. And then, if it 
is to stay alive, it must get at least 
a million new users each year to re- 
place those it loses to the competi- 
tion. At the same time, is must hold 
at least two-thirds of its old users 
over an average of 30 buying de- 
cisions a year.” 

In order to establish the validity 
of factors that reputedly make an 
effective advertisement, Mr. Grau- 
stein suggested that the Advertising 
Research Foundation or similar 
group set up consumer panels in a 
number of markets where new prod- 
ucts are to be introduced. Six inter- 
views with the same people over 12 
weeks would, he said, possibly reveal 
facts that would enable advertisers 
to know what theme would work best, 
how often it must be used, how long 
it takes, etc., to put over a new brand. 


AMERICAN CYANAMID CO. 
(Ben Sackheim, Inc., N.Y.) 


While this company’s agricultural-products 
division has used spot in the past, a 
first-time campaign for its fibres division 
starts early this month in New York and in 
coming weeks in Cincinnati, Philadelphia, 
Atlanta, Chicago, St. Louis, Houston, 
Dallas and Los Angeles. Featured in filmed 
minutes and ID’s will be tropical suits 
made of CRESLAN, an acrylic fibre that 
provides a “luxury look.” Various suit 
manufacturers—Botany 500, Tropi-Tex and 
Gort-McLeed—get credit in markets 
where they have distribution. The New 
York schedules run two weeks, while 

other areas get one week of spots in both 
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HOW IS IT POSSIBLE 
FOR ONE STATION TO EARN 
79% OF LOCAL BUSINESS? 


it’s true in Des Moines, lowa, where KRNT-TV Joh 


has had over 79% of the local business in 
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John Simmons was named to head 
tv, radio and film production at Hob- 
son, Bates & Partners, Ltd., the Lon- 
don affiliate of Ted Bates & Co., Inc. 
Mr. Simmons, the son of feature-film 
producer Jules Simmons, joined the 
British firm in 1957 as a senior tv 
producer and has worked on numer- 


. ous films that received international 


awards. 


nighttime and daytime (to influence the 
housewife who accompanies her husband 
while suit-shopping). Dick Goldsmith is 
the timebuyer. 


AMERICAN TOBACCO CO. 
(BBDO, New York) 

A handful of southwestern markets start 
new schedules this week for LUCKY 
STRIKE cigarettes, with primarily night- 
time spots set to run in four flights of 
five-weeks duration each. Frequencies are 
about five announcements per week. Hope 
Martinez is the timebuyer. 


AMERICAN HOME PRODUCTS 
CORP., Boyle-Midway Div. 
(J. Walter Thompson Co., Inc., N.Y.) 


Some 42 scattered markets reportedly will 
get schedules during the first two weeks of 
this month for BLACK FLAG insecticides, 
with the advent of hot weather determining 
the starting dates in each area. Light 
frequencies of prime-time ID’s and late- 
night minutes will run over 11 weeks. 

Joan Shelt is the timebuyer. 


AMERICAN OIL CO. 

(Joseph Katz Co., N.Y.) 

While AMOCO gas embarked on a 
campaign to line up news/sports programs 
in its 60-market area (having dropped out 
of syndication after sponsoring 

U. S. Border Patrol) , new schedules cur- 
rently getting under way indicate that the 
sought-after programs were unavailable 

in a number of markets. More than half 
the markets are getting announcement 
schedules in local syndicated fare, while 
some in which no programs were available 
were switched to radio schedules. A few 
markets may still get straight spot place- 
ments if the right in-program openings 
are not found. Media director Charles 
Brocker and timebuyer Robert Rowell 

are the contacts. 


ARRIVALS, LTD. 
(Caples Co., Chicago) 
The test on this cosmetic firm’s ARRIVE 













The Buyer Talks About . . .~© 
BUDGETS AND REBATES 


So you’re lucky. You budgeted your spot campaign carefully on the 
basis of flat rates, and thanks to frequency discounts and multiple- 
product advertising you have lots of nice little rebates coming in. Your 
desk is piled with slips of paper that represent a good bit of working 
cash. The question is: what do you do with it? 


Of course, the buyer doesn’t decide, unless he has already set a policy 
with the client as to the disposition of rebate money. But, the buyer 
should make sure the client knows what extra rebate money can ac- 
complish in the spot television field, since most clients want to spend 
their full budgets. On the other hand, the client can very well decide 
to hold the money. 


One possibility the buyer can offer the client is an extended campaign, 
and this, perhaps, is what is most often done. Since the original campaign 
has already earned frequency discounts on certain stations, more spots can 
be bought on these stations at the discount rate. It’s possible for the re- 
bates on a large 13-week campaign to purchase enough additional spots 
on selected stations to earn even further discounts, which would then 
be retroactive to the original buy and entitle the client to still another 
rebate. 


Rebates can also be used to buy more frequency in the later phases 
of a campaign and thus increase saturation in a market. Or they can be 
used to buy additional markets and increase coverage over that of the 
original media plan. 


Inter-agency cooperation can increase rebates for multiple-product 
advertisers. Even though a campaign is dropped on a station for one 
product, another product of the same company, remaining on the station, 
will continue to earn discounts which will be retroactive for the product 
that canceled. 


Not every buyer has the pleasant task of spending rebate money. Some 
clients insist that budgets be set up at discount rates. This makes for 
tight buying and can lead to difficulty due to rate increases or can pre- 
vent a buyer from getting on those stations which sell only at a flat rate. 
Then, too, if a station is canceled before the frequency discount is earned, 
the budget which is set on frequency is no longer applicable. 


Rebates can also, of course, be used to add other media to a campaign 
or to make up for any other medium which has exceeded its share of 
the budget. Or the extra money can be held in readiness for special 
projects or to grab desirable spots that open up on stations which were 
sold out when the schedules were first set. 


But whatever use is made of a rebate, it should be a client decision 
unless the client has given the agency the right to use it as they see fit. 
There are clients who simply say, “Here’s the amount of money I want 
to spend. Now spend it.” This does not absolve the agency from getting 
the most for the money. Rebate money can trickle away if agency and 
client are not aware of the many useful jobs it can accomplish. 
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manager 


| Mal Klein has been appointed vice 
| president and general manager of 
| KHJ-Tv Los Angeles, it has been an- 
nounced by Robert Leder, vice presi- 
dent of RKO General and divisional 
director of KHJ-TV. Mr. Klein was 
formerly vice president and general 
of WNTA-TV-AM-FM New 
| York. He was formerly assistant gen- 
eral sales manager of KABC-TV Los 
Angeles and was with KLAc-Tv Los 
| Angeles. 





| started in Chicago (Spot Report, March 

| 21), is being extended at issue date into 

| Kansas City and Los Angeles as well as 
the Crosley-station markets of Dayton, 
Columbus, Indianapolis and Cincinnati. 
The Ruth Lyons Show will be used on the 
Crosley line-up for 13 weeks, with the 

| other two markets getting schedules of 
eight and 19 weeks each. Filmed minutes, 
about 20 per week for the combined 

| markets, will run. Account executive Jack 
Stilwill is the contact. 


| AVON PRODUCTS, INC. 
| (Monroe F. Dreher, Inc., N.Y.) 


Following the procedure established last 
| summer, AVON is continuing in tv 
throughout the summer in 52 of its 
markets. After its January-placed schedules 
were renewed through May after their 
April cut-off, all markets got further 
renewals to run through July. Filmed 
minutes in day and late-night slots are 
used in conjunction with prime 20’s. 
Lee Petry is the timebuyer. 


BROWN & WILLIAMSON 
TOBACCO CORP. 


(Ted Bates & Co., Inc., N.Y.) 
Another new cigarette, KENTUCKY 
KINGS, joins B&W’s Belair which is still 
in scattered introductory markets (and 
reportedly comes into New York this 
month). The new brand features a filter 
made of finely cut tobacco and is being 
seen in Louisville and major Texas areas 
at first. Ted Powell is the timebuyer. 
VICEROY is also noted as testing a new 
slide-top box in Louisville and top markets 
in the northwest. Jack Sinnot is the 
timebuyer. 


BURGESS VIBRO CRAFTERS, 
INC. 
(Olian & Bronner, Inc., Chicago) 


Evening minutes and ID’s in six major 
markets—Chicago, Milwaukee, Detroit, 
Cleveland, St. Louis and Minneapolis— 
start this week for the BVI electric paint 








sprayer. Approximately 10-12 spots weekly 
aim for a male audience. Kay Kennelly 
is the timebuyer. 


CAMPBELL SOUP CO. 
(Leo Burnett Co., Inc., Chicago) 


The test campaign on Campbell’s new 
sauce line (noted here April 4) has been 
extended in Providence and Milwaukee, 
with frequencies increased. Daytime 
minutes run for 11 weeks in each market 
on a basis of about 18 per week for the 
first six weeks and eight per week for the 
remaining five. Marge Flotron is the buyer, 


CERTIFIED GROCERS OF 
ILLINOIS, INC. 

(Tobias, O’Neil & Gallay, Inc., 
Chicago) 

This regional grocery operation just named 
a new agency to its RAGGEDY ANN 
FOODS division and reportedly plans 
extensive use of spot tv in midwestern 
markets starting immediately. The firm has 
800 stores in a five-state area. Media 
director Stephanie Seeder is the contact. 


COCA-COLA BOTTLING CO. 
OF N. Y. 


(Wm. Esty Co., Inc., N.Y.) 


The anticipated campaign on VEEP, the 
new lemon-lime soda from this bottling 
firm, is now under way in New York with 
minutes being used in kid shows and 
daytime slots aimed at housewives. The 
soda, however, is a product of the New 
York bottler only and is not connected 
with the parent Coca-Cola company. Any 
expansion into distant markets, therefore, 





Agency Changes 


Following the multi-million-dollar switch 
of the Pepsi-Cola account from K&E to 
BBDO, agency changes involved 
numerous advertisers of much smaller bill- 
ings. Among the tv users: 

Columbia phonographs, which moved 
$500,000 in billing from McCann-Erickson, 
Inc., to Donahue & Coe, Inc. 

Lightolier, Inc., which ran a test of spot 
this past fall for students’ lamps through 
Alfred Auerbach Associates. The company 
named Ben Sackheim, Inc., to handle ad- 
vertising for both its lamps and lighting 
fixtures. Billings are about $500,000. 

Woolite Co., formerly at Charles W. 
Hoyt Co., moved to Daniel & Charles, Inc., 
to become that agency’s latest of several 
recent package-goods acquisitions. The firm 
added Amsco Sponge Cloths made by the 
American Sponge & Chamois Co. previ- 
ously, the account having been at Curtis 
Adv. 

Salada-Shirriff-Horsey’s Potato Plus and 
Junket- Quick Fudge Mix, previously han- 
dled by H. W. Warden Associates, moved 
to Doyle Dane Bernbach, Inc., when Mr. 
Warden shuttered his agency to join Grey 
Adv. 

Lanvin Parfums, Inc., returned its entire 
$1-million account to North Adv., the 
agency it left two years ago to split its 
broadcast and print billings between Dowd, 
Redfield & Johnstone, Inc., and Wesley 
Associates respectively. 
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Profile 


64" here are two things I would 

like to know about local 
rates,” says Bob Widholm, who is 
head timebuyer at Doherty, Clifford, 
Steers & Shenfield in New York. 
“Who is entitled to them and what 
are they?” are his two questions. 

“The stations will not tell us who 
is entitled to local rates. We can’t 
even get stations in the same market 
to agree on them. Many times the 
reps don’t know, and the stations are 
hesitant about discussing the subject 
with national advertisers. 

“IT don’t mind the existence of lo- 
cal rates. If a local advertiser is go- 
ing to buy, I can see perhaps a 15- 
per-cent discount. But I resent pay- 
ing a disproportionate sum so that 
local people can enjoy a large dis- 
count. If a station cuts its rate 60 





per cent, for example, then the na- 
tional advertiser pays for it, because 
the station has to make up the rev- 
enue. 

“Actually,” Mr. Widholm main- 
tains, “I really don’t believe there 
should be a local rate. If everyone 
were paying one rate, the income to 


the station would be greater, and 
rates could be reduced.” 

Mr. Widholm is a native of New 
York. He was graduated from Dart- 
mouth, where he majored in history, 
in 1947—after a four year hitch in 
the Navy. He worked in a bank for 
a year and then joined Lennen & 
Newell. 

When he came to DCS&S four 
years ago the agency was billing 
about $15 million; it expects to dou- 
ble that figure by the end of 1960. 
Mr. Widholm’s heavy spot accounts 
include Chunky, Ipana and Jax beer, 
each of which billed over $1 million 
last year. Besides buying time, he 
assists when broadcast problems or 
special assignments arise. 

Mr. Widholm now lives at Gram- 
ercy Park in Manhattan. He is single, 
likes to read and play chess and en- 
joys “sports, music and women.” 








WRGB IS TOPS 

















WRGB . . . the top TV buy delivers this top market. 


WRGB... rated tops in the most recent ARB survey is your top 
TV buy in Northeastern New York and Western New England. 





Represented Nationally by NBC Spot Sales 
NBC Affiliate .... Channel Six 


Albany ... Schenectady... and Troy 
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Write Your Spot 


A chance for viewers to write 
their own television commercials 
and win a prize if their effort 
is selected as a winner is being 
offered by Texaco, Inc., through 
the 43,000 company dealers in 
the U.S. and Canada. Pointing 
out that there has been “con- 
siderable criticism” of tv com- 
mercials, a company announce- 
ment adds that “many tv viewers 
undoubtedly feel they could 
create better commercials than 
those they watch. This contest 
will give them a chance to try 
out their skills.” 


More than 1,200 prizes are 
being offered, ranging from 
bicycles to expense-paid trips to 
Hawaii. The contest closes June 
15. Entry blanks show four pic- 
tures in sequence with a space 
underneath for the contestant to 
write the commercial. 


A campaign to promote the 
contest will be promoted on the 
Texaco Huntley-Brinkley Report 
(Mon.-Fri., 6:45 p.m.) on NBC- 
TV and via spot throughout the 
U.S. and Canada. Newspapers 
and magazines will also be used. 
Dealer awards for best mer- 
chandising will also be offered. 


Filmways Inc. is doing the con- 
test commercials, Entries will be 
judged by Reuben H. Donnelley 
Corp. Cunningham and Walsh is 
the Texaco advertising agency. 


CONTINENTAL BAKING CO. 


(Ted Bates & Co., Inc., N.Y.) 


A recent request went out from this agency 
to tv and radio stations for information 

on local programming to be supplied on a 
continuing basis. The move, as explained 
by a Continental advertising executive, is 
one designed to boost morale of the 
company’s hundreds of local bakers and 
distributors. These groups prefer to see 
their spots in local sports or special-events 
shows rather than movies or similar 
programming without the “hometown” 
image. At present, the move doesn’t seem 
to imply any increase in activity, but 
merely a shifting of schedules. Some 
programming won't be used merely because 
it’s local if it doesn’t reach the advertiser’s 
women-and-children prospects. Perry 
Seastrom and Art Goldstein are the 
timebuyers. 


CORN PRODUCTS CO. 
(Donahue & Coe, Inc., N.Y.) 


A new improved dog food—KASCO High 
Protein brand—was introduced in Omaha 
last year and is now testing in top markets 
in the Pennsylvania area. Filmed minutes 
in nighttime slots and programs are being 
used, with the tests set to continue for an 
undetermined period. Len Tronick is the 
timebuyer. 


CREATION SALES CORP. 
(Fladell/ Harris Co., N.Y.) 


The maker of SIP ’N DRINK cups (which 
has been a spot user in the past and 
currently is running live-personality 
minutes in several New York kid shows) 
has switched to this six-months-old agency 
and just began the introduction of a new 
toy called SKIP STICK. It’s a jumping- 
rope type of device getting exposure on a 
couple of New York stations, with plans 
to go market-by-market or immediately 
national depending on quick reaction. Live 
personalities provide lead-ins to com- 
mercials taped at NTA Telestudios. Ernie 
Fladell is the contact. 


GENERAL FOODS CORP.., 
Perkins Div. 


(Foote, Cone & Belding, Inc., 
Chicago) 

First reported in Tele-Scope March 21, 
the new instant soft-drink product— 
TWIST—from the maker of Tang gets 
introduced late this month in upstate 
New York and Colorado markets. Strong 
frequencies of minutes, 20’s and ID’s 
start in Denver and Syracuse May 22 to 
promote the 7-oz. and 14-0z. jars of lemon, 
orange, cherry and grape flavors. Kool-Aid 
buyer Dorothy Fromherz is the contact. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N.Y.) 


Late last month about 60 markets started 











GEORGE HUELSER, who was 
broadcast media supervisor on GE, 
Gillette and Hires at Maxon in New 
York, has joined Doyle Dane Bern- 





MR. HUELSER 


Personals 


MARTIN PRAGER, formerly 
buyer at Kenyon & Eckhardt, New 
York, has joined Metropolitan Sunday 
Newspapers as a member of the Metro 
Sunday Comics Network sales staff. 


BERNIE SHLOSSMAN has been 
assigned to buy on Tide, the account 
previously handled by PAUL ROTH 
at Benton & Bowles, New York. ED 
GREEN, who had been buyer at 
Doherty, Clifford, Steers & Shenfield 
and then moved to wins New York, 
has joined B&B and will assume the 
timebuying on Crest and Prell, which 


is not foreseen in the near future, said 
account executive Daniel Burns. The 
market area of the bottler includes terri- 
tory as far from metropolitan New York 
as Buffalo and Niagara Falls, so that there 
could be future activity in those and other 
nearby areas. Hal Simpson is the 
timebuyer 


COLGATE-PALMOLIVE CoO. 
(Lennen & Newell, Inc., N.Y.) 


A major summertime drive for LUSTRE 
CREAM shampoo kicked off the middle of 
last month in a two-part operation. In a 
group of top markets the product bought 
13 weeks of day and night minutes and 
20’s; in other areas C-P took over place- 
ments already set for Colgate Dental 
Cream, switching to the shampoo copy 
instead. Harry Durando is the timebuyer. 
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bach as media group supervisor and 
will take over the accounts previously 
handled by JERRY SACHS (see Per- 
sonals, April 18). 


Mrs. MARY B. SCHMIDT has re- 
placed Miss DOROTHY SKIDMORE 
as timebuyer on Breast O’ Chicken 
Tuna at Robinson, Fenwick & Haynes, 
Los Angeles. 


RAY HUNTER, who was trans- 
ferred from Batten, Barton, Durstine 
& Osborn, New York, to the agency’s 
Pittsburgh office in August last year, 
has been promoted from associate 
media director to media director. He 
succeeds HAROLD MIDDLETON, 


who is retiring. 





MR. SHLOSSMAN 


Mr. Shlossman had been handling. 
Also new at B&B is TOM McCABE, 
who has moved from Lennen & Newell 
where he was assistant media director 
to be timebuyer on Schick, replacing 
SAM HAVEN. JACK SCANLAN has 
taken over the buying on Norwich 
Pharmacal, replacing ALAN HOR- 
NELL (see Personals, April 18). 
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new schedules of filmed minutes for 
SWANS DOWN cream puff and eclair 
mix. The eastern areas got under way 
first, with the central and western markets 
following. Early-evening and late-night 
spots aim for a dual audience. Frequencies 
are six to 12 minutes weekly per market 
for four weeks. Lou Fox is the timebuyer. 


HELENE CURTIS 
INDUSTRIES, INC. 


(Edward H. Weiss & Co., Chicago) 


A new hair-care product, WONDER 
RINSE, is currently testing in New 
England, with filmed day and night 
minutes starting the middle of last month 
for an indefinite period. Media supervisor 
Armella Selsor is the contact. 


HOT SHOT QUALITY 
INSECTICIDES, Div. Amsco 
Chemical 

(Simon & Gwynn, Memphis) 

This month will see the usual summertime 
drive for this firm’s HOT SHOT bug 
killers in scattered markets throughout 
the south, east-coast and midwest regions. 
Tv is the number-one medium, with radio 


used as a supplement in some areas. Radio 
markets last year will be video-only in the 
current campaign. Partners Milton Simon 
and H. N. Gwynn are the contacts. 


LENSCLEAN, INC. 
(Fladell/Harris Co., N.Y.) 


A new product from a newly established 
agency begins its first spot campaign the 
19th of this month with sponsorship of 
the hour-long Russian Revolution film 
show on wrix New York. About 130 taped 
minute spots will run on the station during 
the following 10 weeks for WASH UP!— 
a moist towelette that’s purse-size and 
“cleans your face without soap or water.” 
The campaign has been heavily merchan- 
dised to get distribution set in 3,000 
drugstores, chain outlets, etc. Spots wiil 
run in evening periods, with successful 
results warranting a spread to other 
markets. Ernie Fladell is the contact. 


MASTER BRONZE & 
POWDER CO., INC. 

(Stern, Walter & Simmons, Inc., 
Chicago) 

Buying has just been completed in about 
25 markets for DE-RUSTO “minute- 


Agency Appointments 


Bob Reichenbach, formerly in charge of 
the Hollywood office of Bernard B. Schnit- 
Inc., to the San Francisco 
headquarters of the agency as vice presi- 
dent in charge of tv-radio activities. 

Ransom Dunnell was named director of 
the tv-radio department of Potts-Wood- 
bury, Inc., Kansas City. He was last vice 
president and tv-radio director for Humph- 


zer, moved 





MR. DUNNELL 


rey, Alley & Richards in New York, pre- 
viously having served in tv-radio positions 
at Norman, Craig & Kummel and D’Arcy 
Adv. Co. 

Frank A. Picard II joined the creative 
staff of the tv-radio department of D. P. 
Brother & Co., Detroit, after nine years 
with wwJ-Tv producing and directing pro- 
grams. 

Edward Carlin joined the Caples Co., 
Los Angeles, as manager of tv, radio and 
print production. 

Benton & Bowles, Inc., awarded three 
account supervisors vice-president titles re- 
cently. They were John Anderson, who 


joined the agency two years ago from 
Lever Bros.; Henry Muller, who has been 
with B&B 12 years, and John Southard Jr., 
who came to the firm earlier this year from 
C. J. LaRoche & Co. 

Julian Pace, a creative supervisor, and 
Kerry F. Sheeran, an account executive on 
Whitehall Laboratories, were named vice 
presidents of Ted Bates & Co., Inc. 

Account Edward M. Gal- 
lagher, who works on Ivory Liquid and 
eight Canadian brands for Procter & 
Gamble at Compton Adv., Inc., 
a vice president. 


supervisor 


Richard A. Stevens, formerly vice presi- 
dent and account executive of Fletcher 
Richards, Calkins & Holden, Inc., 


named senior vice president in charge of 


was 


administration for the agency. 
At Zimmer, Keller & 


Detroit, Lawrence B. Williams was named 


Calvert, Inc., 





MR. WILLIAMS 


tv-radio director. He has been with the 
agency since 1950 as a specialist in tv- 


radio writing and production. 





was elected | 





C-0-M-M-A-N-D-I-N-G 
L-E-A-D-E-R-S-H-I-P 
on all viewing fronts! 








WREX-TV continues to 
dominate Rockford and 
Area Viewing... 


©@ AT NIGHT 
45 of the Top 50 Shows... 


e@ IN THE DAYTIME 
All 20 of the Top 20 Shows 


@ TOP WESTERNS 
7 of the Top 8 Shows 


®@ TOP FAMILY SHOWS 
5 of the Top 5 Shows 


© TOP SPORTS, 
SYNDICATED FILM, 
MOVIES, 
PUBLIC SERVICE. 


*Source ARB Oct. 25 - Nov. 21, 1959 


IN FACT... All Day and 
All Night! . . . Every Hour 
of the Week is “Good 
Time” on . . . WREX-TV. 





Represented By 


J. M. BAISCH 


Vice Pres.-Gen. Mgr H-R Television, inc 
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LARGEST SHARE 
OF AUDIENCE* 

OF ALL BALTIMORE 

TV STATIONS 

















SPOT-BUYING FACTS NOT ON THE RATE CARD ABOUT WJZ-TV BALTIMORE 


And that’s not all! 

=" Highest rated local live shows of all Baltimore TV stations. 

= Most newscasts of any Baltimore TV station. 

= Only Baltimore station that editorializes on community problems. 
That’s why, in Baltimore, no spot TV campaign is complete 


without the WBC station (Af, JZ-TV13 


*Balt. ARB Reports, Nov. 1958-Mar. 1960 BALTIMORE 


WJZ-TV Baltimore represented by Television Advertising Representatives, Inc. 


+ 


’ @) / WESTINGHOUSE BROADCASTING COMPANY, INC. \\onaence)j 





finishes,” a rust-preventing paint finish in 
24 colors. Mostly minutes will be used, 
with some news/weather/sports programs 
bought. Markets are primarily in coastal 
regions and inland high-salt areas where 
corrosion is a problem, Starting dates vary 
from the middle of last month to mid-May, 
with the length of placements varying 
from eight to 13 weeks. L. J. Walters is 
the contact. 


MAYBELLINE CO. 
(Gordon Best Co., Inc., Chicago) 


The maker of mascara and other eye- 
beauty aids has shown an interest in 
placing its filmed minutes near Play of 
the Week in scattered markets across the 
country where the syndicated taped 
program is showing. Top markets also get 
spots near important network specials. 
Account executive Roy Kirtland is the 
contact. 


MELNOR INDUSTRIES 
(Smith/Greenland Co., Inc., N.Y.) 


New activity on this firm’s lawn sprinkler 
line is reported for scattered markets 
where it’s grass-growing time. About six 
weeks of night minutes will run this 
month and next over a longer period (so 
that lengthy rainy sessions don’t negate 
the sales campaign), with spots placed 
late in the week to influence the Saturday 
hardware shoppers. As noted here March 7, 
100 per cent of the ad budget goes into 

tv this year, so look for a market list of 
more than the 40 markets bought in last 
summer’s drive. Media director Les Towne 
is the buying contact. 


Rep Report 


Gideon L. Gilliam, formerly national 
sales services manager of waca-tv Atlanta, 
joined the radio sales staff of the Katz 
Agency, Inc., in that city. 

For the same representative firm, in its 
New York office, John G. Sherwin joined 





MR. SHERWIN 


the tv sales staff. Mr. Sherwin was previ- 
ously with Petersen Publishing Co. 

Richard P. Levy joined Edward Petry 
& Co., Inc., New York, as a tv account 
executive. He was with wcau-tv Phila- 
delphia for five years as an account execu- 
tive and previously in the news and public- 
affairs division at CBS, Inc. 
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Going over plans for sponsorship of N.C.A.A. football coverage on the ABC 
Television Network are (l. to r.) Leonard H. Goldenson, AB-PT president; 
J. L. Dean, vice president and director of McCann-Erickson, Inc.; Robert M. 
Gray, Humble Oil & Refining Co.; Sylvester M. Weaver, chairman of the 
board of McCann-Erickson International and director of McCann-Erickson, 
Inc., and Oliver Treyz, president of ABC-TV. Humble Oil, Liggett & Myers 


and Gillette are co-sponsoring the football games. 


MILLER BREWING CO. 
(Mathisson & Associates, Inc., 
Milwaukee) 


Word is in that this brewer is continuing 
to look for the right announcement 
openings or program vehicles in additional 
tv markets. Consideration is being given 
to all time units. Six-week schedules 
started last month in numerous areas, 
with news/weather participations and 
ID’s running. Miller has national distribu- 
tion. Jack Severson and Bob Gary are 

the contacts. 


NARRAGANSETT BREWING 
co. 

(DCS&S, New York) 

As noted in Tele-Scope last Dec. 29, this 
brewery was centering its summer plans 
around partial sponsorship of Boston 

Red Sox baseball. Six markets in New 
England are used, with the possibility 

of some brief spot schedules in the coming 
months as selected areas get special drives 
on king-size cans, etc. Jeff Fine is the 
timebuyer. 


NESTLE CO. 
(McCann-Erickson, Inc., N.Y.) 


A lot of summer activity is coming up this 
month for various drink products made by 
Nestle. Just renewed, June through 
December, was the alternate-week 
sponsorship of QUIK on the half-hour 
Roy Rogers Show in 86 markets. In 
addition, 14 markets begin schedules the 
middle of this month for STRAWBERRY 
QUIK, a new product being introduced. 
Live-personality minutes in kid shows will 
be used for 13 weeks. Frequencies vary, 
three to five spots per week. Enid Cohn 

is the Quik buyer. NESTEA, which set 
six weeks in 40 markets early in March, 
moves into another group of top markets 


for a 13-week push on iced tea. Daytime 
minutes and 20’s will be used through the 
summer. Jane Podester is the buyer on 
Nestea. 


NORTHAM WARREN CORP. 
(DCS&S, New York) 

As noted in Tele-Scope last Jan. 11, 
CUTEX nail polish and lipstick contem- 
plated a return to spot this spring. Now, a 
start the middle of this month will see 
minutes and 20’s in day and night slots 





Edwin W. Pfeiffer has been named 
sales manager of wWGR-TV Buffalo, it 
has been announced by Van Beuren 
W. De Vries, vice president and gen- 
eral manager. Mr. Pfeiffer was for- 
meriy commercial manager of KOTV 
Tulsa and before that was with Ed- 
ward Petry & Co. as an account ex- 
ecutive and a member of the local 
sales staff of woEL-Tv Wilmington. 
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Honesty in Advertising 


Spurred perhaps by the television inquiries, but intended for adver- 
tisers using all media, a new booklet available from the Association of 
National Advertisers, Inc., gives a straightforward definition of honest 
advertising. The definition and basic criteria used in the courts to dis- 
tinguish lawful advertising from deceptive and misleading sales presen- 
tations are presented by Gilbert Weil, ANA general counsel. 

Stating that “an advertisement is honest when objective facts which 
bear upon the product or service advertised fulfill in all material respects 
the understanding regarding them that is generated in people by the 
advertisement when observed in the way or ways that they normally 
perceive it,” Mr. Weil briefly goes into the meaning of each italicized 
word from a legal standpoint. 

He says about material, for instance, that it’s the basis for judging 
the propriety of artistic and technical devices of television. Using a blue 
shirt to provide the illusion of a white shirt before the cameras, Mr. Weil 
points out, does not make a material deception—unless it’s used by a 
shirt advertiser to show how white his white shirts are, and results in a 
picture whiter than the shirts he sells. As a photographer uses dummy 
props or an illustration may be painted, artifacts may be used in tv 
production, but “illusion may not become delusion.” 














running in about 20 top markets for six Springfield (Mass.), Washington, D.C., 

weeks through June. Stu Eckart is the Atlanta and Miami. After a short summer 

timebuyer. hiatus, the candy-maker intends to return 
strong in the fall. Mort Reiner is the 
timebuyer. 


PEZ-HAAS, INC. 
(Hicks & Greist, Inc., N.Y.) PROCTER & GAMBLE CO. 


(Benton & Bowles, Inc., N.Y.) 


Starting at issue date, PEZ candies opens 


a fairly brief drive in about 20 markets, The first of this month saw new placements 
using live-personality minutes in kid set for TIDE in some 100 major and 
programs, The markets are Albany, secondary markets throughout the 
Baltimore, Boston, Buffalo, Cleveland, country. Both day and late-night minutes 
Chicago, Detroit, Hamilton-Toronto, will continue for the remainder of the 
Hartford-Lancaster, New Haven, New P&G contract year. Merrill Grant is the 
York, Philadelphia, Pittsburgh, St. Louis, timebuyer. 


Recent appointments at NBC-TV include that of Richard H. Close (l.) as vice 
president, national spot sales; Carl Lindemann Jr. (c.) as vice president, pro- 
gram sales, and Felix Jackson (r.) vice president, network programs, west 
coast. Mr. Close has been director, NBC spot sales, since December 1958 and 
has been active in the spot sales division for over 20 years. Mr. Lindemann 
has been vice president, daytime programs, since April 1959, and will report 
to Don Durgin, vice president, television network sales. He has been with NBC 
since April 1948. Mr. Jackson joined NBC last month as vice president as- 
signed to the west-coast program department. At Young & Rubicam and 
CBS-TV he was producer of a number of well-known programs, including 
Schlitz Playhouse, Four-Star Playhouse and Studio One. 
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WLBC-TV 


MUNCIE 


Middletown, U.S.A. 








WLBC-TV 


MUNCIE 


Crossroads of the Middle West 


WLBC-TV 


MUNCIE 


Cross-section of the nation 





WLBC-TV 


MUNCIE 
Test Market, U.S.A. 


and the Gateway to Sales 
in “the heart of Indiana” 


WLBC-T 


Muncie, Indiana 
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ARB City-by-City Ratings March 1960 


BOSTON 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


1, Shotgun Slade* (MCA) waz-Tv Tue. 7 ....21.9 
2. Border Patrol (CBS) waz-rv Wed. 7 ..... 20.9 
3. Popeye* (UAA) wez-Tv Sun. 6:15 ....... 19.6 
4. Bozo the Clown (Jayark) wHpu-Tv M-F 5 .18.0 
4. Highway Patrol (Ziv-UA) waz-tv Sat. 7 ..18.0 
4. The Honeymooners (CBS) wNac-Tv 

TE, FERS  Bidescecwsewevcccvescoccces 18.0 
5. Death Valley Days (U.S. Borax) 

WEB Feb, FT cccccccvccccccccccccccese 16.4 
6. Sea Hunt (Ziv-UA) wupuH-Tv Tue. 10:30 .16.3 


“4 


- Four Just Men (ITC) 
wez-Tv Sat. 10:30 


8. Lock-up (Ziv-UA) wupu-tv Thu. 7:30 ...16.1 
9. Huckleberry Hound (Screen Gems) 

WAS SE THR SEBO ccesccwcccccccccces 15.9 
10. Brave Stallion (ITC) wez-Tv Mon. 7 ..... 15.5 
11. This Man Dawson (Ziv-UA) wez-Tv Thu. 7 .14.5 
11. Cannonball (ITC) wupH-tTv Sat. 7 ...... 14.5 
12. State Trooper (MCA) wNac-Tv Thu. 7 ...14.3 


TOP FEATURE FILMS 


1. Boston Movietime waz-Tv Mon. 5-6:45 ....14.7 
2. Boston Movietime waez-Tv Fri. 5-6:45 ....14.4 
3. Boston Movietime wez-Tv Tue. 5-6:45 ....12.6 
4. Boston Movietime wez-rv Wed. 5-6:45 ....12.2 
5. Boston Movietime waz-Tv Thu. 5-6°45 ....10.9 
TOP NETWORK SHOWS 
A. Gumomete WHAG-TU 2... 2c ccc ccecces 44.6 
a ee ee 42.3 
3. 77 Sunset Strip* WHDH-TV ............. 35.1 
4. Welk’s Dancing Party wupH-tTv .........31.2 
S. Ed Sullivan WHAO-TV ...........sccecee 30.5 
6. Show of the Month* wNao-Tv ........... 30.4 
6. Loretta Young Presents wsz-Tv as .-30.4 
7. The Price Is Right waz-Tv ...... ona gee 
7. The Untouchables wWHDH-TV eer} 
8. The Real McCoys WHDH-TV ............. 28.7 


MILWAUKEE 
4-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 
1. Rescue 8 (Screen Gems) wrMs-Tv Thu. 8 .33.5 
. Sea Hunt (Ziv-UA) wisn-Tv Thu. 9:30 ..26.9 
- Manhunt (Screen Gems) 

SY Se ED nn decine cécccannccen 23.8 
. Whirlybirds (CBS) wrms-rv Sun. 9:30 ..22.2 
5. Huckleberry Hound (Screen Gems) 

WIsn-Tv Thu. 5 


wre 


Site betaenbies 21.3 
6. Death Valley Days (U. S. Borax) 

oe ht SO a ee 21.0 
7. Bold Venture* (Ziv-UA) 

WisN-TV Tue. 9:30 ....... eee. 
8. Johnny Midnight (MCA) 

WISN-TV Mon. 9:30 ...... : ~- +++ 230.6 
%. The Honeymooners (CBS) 

SS We MIID ob odds cee cesccccee 19.3 
10. Three Stooges (Screen Gems) 

Waat-mv Get.. Bam. 19 wm .....cccccccce 18.6 
11. Roy Rogers (Roy Rogers Synd.) 

ee EE wivacebenwawnceucves 17.5 


12. Three Stooges (Screen Gems) 

vet etter ee 16.8 
12. Air Power (CBS) wrms-tv Sun. 5:30 ....16.8 
18. This Man Dawson (Ziv-UA) 

wrms-Ty Wed. 10:15 


14. Superman (Flamingo) wisn-rv Wed. 5 ...13.7 


TOP FEATURE FILMS 


1. Saturday Night Theatre wrus-tv 


Cb SERED Gemeentscccescccccscccce 18.8 
2. Late Show witt-rv Sat. 10-11:15 ........ 15.6 
3. Star Award Theatre wrms-Tv Sun. 1-3 ...13.4 
4. Big Movie wisn-rv Fri. 10:15-12:30 a.m. . 9.5 
5. Big Movie wisn-Tv Tue. 10:15-12:30 a.m. . 7.7 


TOP NETWORK SHOWS 


1, The Untouchables wisn-TV .............. 39.3 
2. Wagon Train WrMJ-TV ............ -..-37.8 
ne 37.6 
4. 77 Sunset Strip® wisn-Tv ............... 37.5 
©. Chepemme WHN-TV 2.2... ccc cece cc ceee 37.0 
6. The Real McCoys wisn-Tv .......... -36.1 
1. The Detectives WISN-TV ................. 33.9 
8. The Rifleman WISN-TV ................. 32.0 
9. Donna Reed wIsN-TV .......... --31.6 
10. Hawaiian Eye WISN-TV .............. -.31.3 


“Indicates programming changes during four-week 
period. Ratings for ene-week are given. 
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BUFFALO 
3-Station Report) 
(four-week ratings) 

TOP SYNDICATED FILMS 


. Huckleberry Hound (Screen Gems) 

WGOR-TV Thu. 5:30 ......cccerecccccess 24.4 
. Three Stooges (Screen Gems) 

wor-TV Mon., Tue., Thu. 5 .........+0++ 21.9 

This Man Dawson (Ziy-UA) wor-tv Sat. 7 .21.5 

Border Patrol (CBS) wksw-tv Thu. 10:30 .21.2 

Rescue 8 (Screen Gems) wor-Tv Fri. 7 ..20.6 

Quick Draw McGraw (Screen Gems) 

WGOR-TV Tue. 5:30 2... ccccccecsceercees 18.9 
. Championship Bowling* (Schwimmer) 

WBEN-TV Sum. 2 .... cc cececceesecccces 18.4 

Cannonball (ITC) wsen-tv Wed. 7 ...... 18.1 
. State Trooper (MCA) WBEN-TV Thu. 7 ...17.3 
. Whirlybirds* (CBS) wsBen-tv Tue. 7:30 ..16.6 
. Sea Hunt (Ziv-UA) wksw-tv Wed. 10 -16.4 
. Pony Express (CNP) 

WEBW-TV Pri. 10:30 .......c-ccccceccs 16.3 
. People’s Court (Guild) wer-tv Sun. 6 - 15.9 
. Death Valley Days (U. S. Borax) 

WOES Bem. F .nccccccccsccccsccscces 15.7 
. Trackdown (CBS) wkBw-tv Sat. 10:30 -15.7 

TOP FEATURE FILMS 
. Early Show wkpw-tv Tue. 6-7:15 ....... 16.0 
. Gene Autry Feature* woRr-TVv 

 SUPONEEE. cepaeedtnducescesesicess 14.9 
. Saturday Playhouse WBEN-TV 

Ee Perr eee 13.0 

Award Theatre wor-Tv Sat. 11-1 a.m. - 12.6 

First Run Playhouse WKBW-TV 

Wek. BRsBB-2 Gm. coccccccccvcccccccsece 11.9 

TOP NETWORK SHOWS 
> MED “WRU nn cece cceecessases -43.8 
. The Untouchables WKBW-TV ............. 41.8 

CR ree 38.5 

77 Sunset Strip* wkKBW-TV .37.8 

Garry Moore WBEN-TV ... . 35.9 
. Red Skelton WBEN-TV ................ -34.7 

The Real McCoys WKBW-Ty ............-. 34.7 

Alfred Hitchcock WBEN-TV .............++ 33.9 

Lassie WBEN-TV wa seewenes cinee -32.0 
. The Price Is Right wer-tv ...... - 31.0 

MINNEAPOLIS-ST. PAUL 

4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
. Huckleberry Hound* (Screen Gems) 

Se UND a bc wo nwahinddees aces 30.9 
. Border Patrol (CBS) kstTP-tTv Thu. 9:30 ..20.3 
- Quick Draw McGraw (Screen Gems) 

WS ST Web. & eccscuscccsaseccccesece 18.9 
. Sea Hunt (Ziv-UA) wron-Ttv Thu. 9:30 ..18.9 
- Popeye (UAA) woco-Tv M-F 5:30 ....... 16.2 
. Tombstone Territory (Ziv-UA) 

WE FR. OO cc docccecccivnssvets 15.9 
. Superman (Flamingo) wooo-Tv Thu. 5 ....14.8 
. Roy Rogers (Roy Rogers Synd.) 

WOOD-EV Bat. 12 Gm. 2... ccccccccccesces 14.7 
. Lock-up* (Ziv-UA) kKsTP-Tv Wed. 9:30 ...14.6 
. State Trooper (MCA) KsTP-Tv Thu. 10:30 .12.8 
. Highway Patrol (Ziv-UA) 

ee EE sacs eeseaansesscawn 11.9 
. Bozo the Clown* (Jayark) 

WOGR-EU Bat. 1OsBO OM. 00.2 sececccecce 11.9 
. Tales of the Texas Rangers 

(Screen Gems) KSTP-TV Sat. 4:30 ....... 10.9 
. Grand Jury* (NTA) woco-Tv Tue. 7 ....10.6 
. Whirlybirds (CBS) wron-tv Fri. 6 ...... 10.5 

TOP FEATURE FILMS 
. Crities Award wooo-Tv 

i BREE GI onsccceweseees abe cas 10.9 

Hollywood Matinee KMsP-Tv Sun. 4-5:30 ..10.1 
- Movie Spectacular wreNn-Tv 

BUG, BUSPS SMES GRR. csc cccsccsscccese 7.5 
. Shirley Temple Theatre* 

IG Be. ST SOO nc ci ccccwesavecess 6.9 
.- Gold Award Theatre woco-Tv 

BE, BOSIOES GR ccedcccescesuvcsecnes 6.2 

TOP NETWORK SHOWS 

Red Skelton Woco-Tv ............-.. . 38.9 

Garry Moore WOOO-TY ............ - 38.8 

SE WIIG iciws Saas csentinvonsenn 38.4 

en SD GRUIED nn ccd ccccwsisvs 37.6 

Playhouse 90° WOOO-TV .........2222eece 31.7 

Danny Thomas WOOO-TV ..............++- 31.4 

The Untouchables WTON-TV ..........--. 31.3 

Welk’s Dancing Party WTON-TV .......... 31.2 

What's My Line wooo-Tv ............... 27.9 

Father Knows Best wooo-Tv ............- 27.7 
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2. Shotgun Slade (MCA) wow-Tv Sat. 9:30 . 
. Roy Rogers (Roy Rogers Synd.) 

WOW-TU Gat. GS 2... wcccccccccesccenses 
. 23.5 
. -23.0 
. 23.2 
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. Whirlybirds* 
. Tombstone Territory (Ziv-UA) 


. Feature Film* wstv Sat. 1-2 


. Whirlybirds 
. Coronado 9 (MCA) KTV Wed. 9:30 
. Huckleberry Hound (Screen Gems) 


SEMA MS wb 


. This Is Your Life* KMTV 


CHARLOTTE 
2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


. Border Patrol (CBS) wsoo-rv Sun. 6 . 
. Cannonball (ITC) wsoo-rv Thu. 7 
Rescue 8* (Screen Gems) werv Thu. 7:30 . 
. Manhunt (Screen Gems) wstv Fri. 8:30 .. 
. Death Valley Days (U. S. Borax) 


wstv Fri. 7 


(CBS) wsoo-tv Tue. 7 


wsoo-Tv Mon. 7 ........-- 


. This Man Dawson* (Ziv-UA) 
WeeO-ev Del. S280 .nccccccccccccccece 
. Highway Patrol* (Ziv-UA) watv Tue. 8.. 


- Huckleberry Hound (Screen Gems) 


wstv Fri. 5:30 


Silent Service (CNP) wsoo-Tv Wed. 7 


Amos ‘n’ Andy (CBS) wetv M-F 6 ..... 


Sea Hunt* (Ziv-UA) watv Tue. 7:30 


. Little Rascals (Interstate) 
ware Dus.. The. BS cacccvccccscscccces 


TOP FEATURE FILMS 


. Feature Film* watv Wed. 7-8:30 . 

. Feature Film* wstv Sun. 1:30-3 

. Feature Film wstv Sat. 11°15-1 a.m. 
. Pie for a Saturday Afternoon* wBTV 


Sat. 2-3:45 


TOP NETWORK SHOWS 


. Gunsmoke* WBTV ........+++.+- 
. Have Gun, Will Travel* wstv 
. I've Got a Secret WBTV .... 


77 Sunset Strip* wsoo-Tv 


. Dobie Gillis wsTv 
. Red Skelton wsrTv 


Rawhide wBrv . 
The Rifleman wsoc-Tv 


. Father Knows Best wetv .. ‘saaee 


G.E. Theatre wBTv 


OMAHA 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


. Death Valley Days* (U.S. Borax) 


KMTV Wed. 9:30 


U.S. Marshal (NTA) wow-Tv Fri. 7:30 
(CBS) wow-tv Sat. 


KMTV Thu. 5:30 


. Quick Draw McGraw (Screen Gems) 
KMTV Tue. 5:30 .......cceeeeeeeeees 
. Bishop Sheen* (NTA) wow-tTv Tue. 7 
10. 
11. 


Jeff’s Collie (ITC) KMTv Wed. 5:30 
Jet Jackson (Telescreen Ady.) 

EMTV Fri. 5:30 ......cccccecerers 
Brave Stallion (ITC) KETv Tue. 6 
Lock-up* (Ziv-UA) Ketrv Thu. 6:30 .. 
Highway Patrol (Ziy-UA) KETV Mon. 6 
Superman (Flamingo) KMTV Mon. 5:30 


TOP FEATURE FILMS 


. Movie Masterpiece Ketv Fri. 9:45-11:30 
Movie Masterpiece KpTv Sat. 9:45-11:30 .. 
Movie Masterpiece KETV Mon. 9:45-11:30 .. 
Movie Masterpiece kerv Tue. 9:45-11:30 . 
. Movie Masterpiece Kerv Sun. 9:45-12 mid. 


TOP NETWORK SHOWS 


Gunsmoke WOW-TV arts see 


Wagon Train KMTV 
Red Skelton wow-Tv 
Garry Moore wow-TVv 


Welk’s Dancing Party KeTv . dan 


What’s My Line wow-Tv 
Lawman KETV 
Ernie Ford KMTV 
The Rebel KETV 


Frontier Doctor (H-Tvy) wetv Tue. 7 .... 
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23.6 


19.8 
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TOP SYNDICATED FILMS 


1. Sea Hunt (Ziv-UA) wweq Sun. 9:30 ..... 18.8 
2. Huckleberry Hound (Screen Gems) 

WGN-TV Wed. 7:30 .......-eeeee> eccese 17.5 
3. Mike Hammer (MCA) woN-Tv Thu. 9:30 ..16.7 


4. Divoree Court (KTTV) won-tv Sat. 10 ...15.4 
5. Quick Draw McGraw (Screen Gems) 
WON-TV Thu. 6 2... ccccccccccccceccces 13.6 
6. Sergeant Preston of the Yukon (ITC) 
WON-TV Pri. 6 ..ccscccccccceccccccces 12.9 
7. San Francisco Beat (CBS) wen-tTv Wed. 9..12.5 
8. Superman (Flamingo) wGN-Tv Tue. 6 ..... 11.8 
9. Death Valley Days (U. S. Borax) 
WGN-TV Tue. 9:30 2... 0. eee eeececccces 11.2 
10. Championship Bowling (Schwimmer) 
WON-TV Bum. SB ..ccccccccccccccescesece 10.7 
11. Manhunt (Screen Gems) 
WOM-EV Wed. 9:80 2... nccccscccrecccess 10.4 
11. This Man Dawson (Ziv-UA) 
WOR-TV Pri, 9:30 2... ccccccccccscsess 10.4 
12. Bugs Bunny (UAA) won-Tv M-F 6:30 ....10.2 
12. Annie Oakley (CBS) wen-Tv Wed. 6 ..... 10.2 
13. Wild Bill Hickok (Screen Gems) 
WON-TV Mon. 6 ....cccecescececesecces 10.0 
TOP FEATURE FILMS 
1. Best of CBS wepM-tv Sat. 10-12:15 a.m. ..19.4 
2. Movietime, USA* wBKB-Tv Fri. 10-11:30 ..18.6 
3. Late Show wBBM-tTv Sun. 10:15-12 mid. ..15.1 
4. Late Show wssM-tv Fri. 10:15-12 mid. ..15.0 
5. Late Show wWBBM-TV 
The. 1O:15-12515 a.m. ...cccccccccccces 13.1 
5. Movie 5 wnsq Sun. 10:15-12 mid. ...... 13.1 
TOP NETWORK SHOWS 
1. Gunsmoke WBBM-TV .......-----eseee00% 40.2 
2. The Untouchables WBKB ..............-- 34.9 
3. What’s My Line WBBM-TV ..............- 34.5 
4. Red Skelton WBBM-TV .............+-+++:- 34.3 
5. Welk’s Dancing Party WBKB ............- 32.1 
6. Danny Thomas WBBM-TV .............+.+-- 29.9 
7. Wagon Train WNBQ ........-.6-.--eeues 28.8 
8. Playhouse 90* WBBM-TV .............++:+ 28.6 
9. Garry Moore WBBM-TV .............- - 28.4 
10. The Real McCoys WBKB .............. - 28.0 
PHILADELPHIA 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1. Sea Hunt (Ziv-UA) woau-Tv Sat. 7 ...... 34.4 
2. Cannonball* (ITC) writ-Tv Sun. 6 ....... 29.5 
3. Rescue 8 (Screea Gems) wrov-Tv Wed. 7 ..24.0 
4. Popeye (UAA) wFiL-Tv M-F 6 .......... 22.0 
5. Silent Service (CNP) writ-Tv Sun. 6 .....21.4 
6. Phil Silvers (CBS) wrov-tv Thu. 7 ...... 19.0 
7. Death Valley Days (U. 8. Borax) 

WROV-TV Mon. FT .nccccccccvcccccccccess 18.8 
8. Quick Draw McGraw* (Screen "Gems) 

WOAU-TV Sat. & .cccccssccccces Stcseese 17.6 
9. Lock-up (Ziv-UA) wrov-Tv Tue. 7 ....... 17.4 
10. Shotgun Slade (MCA) wrov-Tv Fri. 7 ....17.2 
11. Tombstone Territory (Ziv-UA) 

WHIrEV Bat. 10:30 ..nccccccccsccsccece 16.5 
12. This Man Dawson (Ziv-UA) 

WROV-TV Sum. 10 2... ccccccccccccssreses 15.3 
13. Whirlybirds* (CBS) woau-Tv Sat. B ccscee 14.6 
14. Frontier Doctor* (H-Ty) woav-tTv Sat. 5:30.13.6 
15. Championship Bowling (Schwimmer) 

WROV-TV Sun. 12:30 ....ceeee eee eeeeeee 11.9 

TOP FEATURE FILMS 

1. Early Show woau-Tv Tue. 5:30-7 ........ 14.0 
2. Early Show woau-Tv Wed. 5:30-7 ........ 11.4 
3. Early Show woau-Tv Thu. 5:30-7 ........ 9.9 
3. Hollywood’s Best WFIL-TV 

Sun, 12:45-2:30 ........- eccccccccece 9.9 
4. Pic for a Saturday Afternoon 

Woau-Tv Sat. 2:30-4:30 ...... coccccecce 9.6 

TOP NETWORK SHOWS 

1. The Untouchables WFIL-TV ............+.+- 51.2 
2. Wagon Train WROV-TV .........+.00-0005 44.8 
3. Gunsmoke WOAU-TV ......-.-200eeeeeeees 38.8 
4. The Real McCoys WFIL-TV ............-+- 37.3 
5. The Detectives WFIL-TV ...........+0+-+5 36.9 
6. 77 Sunset Strip* WFIL-TV ............++- 36.1 
FT. GROPGEED WEEE ccc sc ciccseccsscoses 35.1 
8. Red Skelton WOAU-TV .........+20see00e8 32.1 
9. Hawaiian Eye WFIL-TV .........-++-+050+5 30.6 
BO. RRReSTE WHERE on ns ccctcedeccsccves -30.5 
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. Sea Hunt (Ziy-UA) 
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DES MOINES 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
KRNT-TV Sat. 9:30 ...30.3 
WHO-Tv Thu. 9:30 ...30.1 
KENT-TV Fri. 7:30 ..26.0 


Coronado 9 (MCA) 
Border Patrol (CBS) 


. Huckleberry Hound (Screen Gems) 


wor-tv Thu. 6 ........ cece 25.2 
5. Felix the Cat* (Trans- Lax) 

KRNT-TV Sat. 10:30 a.m. ........+-- 18.5 
6. Quick Draw McGraw (Screen Gems) 

wor-tv Mon. 6 ...... ons dactoecessese 17.6 
7. Whirlybirds (CBS) wor-tv Thu. 6:30 ....16.5 
8. Cannonball (ITC) KRNT-TV Mon. 10:30 ..15.8 
8. Superman (Flamingo) wo1-rv Tue. 6 .....15.8 
9. Highway Patrol (Ziv-UA) 

WOs-Tu Mam. 9:30 ..nccccccsccccccsccs 15.6 
10. Mr. Adams and Eve (CBS) 

MRME-TV M-F S216 .nccccccccccccccces 15.4 
11. Championship Bowling* (Schwimmer) 

ERNT-TV Sat. 12 m. on... ccccrevccces 15.1 
12. San Francisco Beat (CBS) 

MRNT-TV Gat. 5:80 ..ccccccccccccccesece 14.8 
13. Menhunt* (Screen Gems) 

WHO-TV Wed. 9:30 ....cccccccccccccece 14.6 
13. Roy Rogers (Roy Rogers Synd.) 

WOT Bri. 6 wccccccccccccccssscsencs 14.6 

TOP FEATURE FILMS 
1. Early Show wHo-Tv Mon. 5-6 .........+.- 13.3 
2. Million Dollar Movie wHo-TV 

Bam, SEBO cccccccccncscurvoncssccoses 12.5 
3. Early Show wHOo-TV “Men. - MTerrrrrry 11.3 
4. Million Dollar Movie wHo-Tv 

Sat. 10:30-12:15 a.m. .....ccecedeoeess 11.0 
5. Late Show wHo-Tv Fri. 10:30-12:30 a.m. ..10.4 

TOP NETWORK SHOWS 
1. Red Skelton KRNT-TV ..........-.4++++-M5.4 
2. What’s My Line KRNT-TV ............+++ 44.0 
3. Wagon Train WHO-TV ..........-..++5+- 42.4 
4. Games BRNTBV cc cc cccccsccccsecces 40.5 
5S. Garry Moore aBNT-TV .. 2.2.2... cc eescee 39.3 
6. Ernie Ford WHO-TV .........---+eese05 36.5 
T. Tassie ERNT-TV ccc c es ccccccccccscccces 32.7 
8. Rawhide ERWT-TV ..ccccccccccscccccece 32.4 
9. Father Knows Best KRNT-TV ...........++. 30.7 
10. Jack Benny* KRENT-TV ......---0--e-e005 30.5 
10. Have Gun, Will Travel KRNT-TV ......... 30.5 
SAN FRANCISCO 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1. Sea Hunt (Ziv-UA) KRON-TV Tue. 7 ...... 27.1 
2. Manhunt (Screen Gems) KRON-TV Tue. 6:30.23.6 
3. Divorce Court (KTTV) KRON-TV Sat. 6 ...20.6 
4. San Francisco Beat (CBS) Kprx Sat. 7 ....19.1 
5. Huckleberry Hound (Screen Gems) 

KTvo Wed. 6:30 ........ Ceccrccccccece 18.9 
6. You Asked For It (Crosby/Brown) 

BEVG The. F nn cccccccescccssccccescees 18.3 
7. Science In Action (Coronet) KRON-TV Mon. 7.17.7 
8. The Honeymooners (CBS) 

KRON-TV Mon. 6:30 ......ccecceecceees 16.5 
9. Rescue 8 (Screen Gems) 

KRON-TV Wed. 6:30 .....ccceeeeseeceees 14.7 
10. Quick Draw McGraw (Screen Gems) 

MBVG Thee. 6280 wcccccccccvcccsecsecces 13.5 
11. Four Just Men (ITC) KRON-TV Thu. 6:30 .13.2 
12. The Californians (Victory Pgm. Sls.) 

KRON-TV Wed. F 2. ccccccccccccesscesss 12.8 
13. Lock-up (Ziv-UA) KRON-TV Thu. 7 ....... 12.5 
14. Superman (Flamingo) KTvu Mon. 6 ....... 11.7 
15. This Is Alice (NTA) KTVU Wed. 7 ...... 11.5 

TOP FEATURE FILMS 
1. Fabulous Features KPrx Sun. 5:30-7 ..... 7.8 
2. Early Show KPpix Thu. 5:30-7 ............ 7.6 
3. 6 O’Clock Movie KGco-TV Sat. 6-7:30 ...... 7.2 
4. Movie Time KRON-TV Sun. 5:30-7 ........ 7.1 
5. Early Show KpPrx Fri, 5:30-7 ........+--- 6.6 
TOP NETWORK SHOWS 
1. Wagon Train KRON-TV .........-.000e50 33.4 
BS. Gamemahke BPTE cece cccccccccsosccssces 32.9 
3. Maverick EGO-TV ..ncccccccccssccvceecs 28.8 
4. TT Sunset Strip* KRON-TV .........++++- 28.3 
5. Playhouse 90° KPIX ...eeeeeeeeceeeeeeee 27.4 
6. Cavalcade of Sports KRON-TV .........+++- 26.9 
7. The Price Is Right KRON-TV ..........-- 25.5 
8. Red Skelton KPIK .....cseeeeceecceceeee 25.3 
8. Alfred Hitchcock Presents KPIX .......... 25.3 
9. G.E. Theatre KPIX ......cccesseeecees 25.8 


DETROIT 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
. Huckleberry Hound (Screen Gems) 
GRET-BY TOR. FT cc cccdccccccccccss 
- Divorce Court* (KTTV) wsexK-tv Tue. 7 
3. Science Fiction Theatre* (Ziv-UA) 
OKLWw-Tv Sun. 5:30 ........ 
4. Tombstone Territory* (Ziv-UA) 
Wxyz-Tv Mon. 7 ...........- 
5. Quick Draw McGraw (Screen Gems) 
GEE SG TR, SISO cscwecccccceccnceces 
6. Superman (Flamingo) OKLW-Tv Wed. 6:30 .. 


~ 


6. Border Patrol (CBS) wws-rv Wed. 7 .. 
7. Death Valley Days (U. 8S. Borax) 

wxrz-tv Bri. 7 ......... : 
8. Manhunt (Screen Gems) wsBK-Tv Fri 10:38. 
9. This Is Alice (NTA) CKLW-TV Thu. 6:30 . 


10. U. S. Marshal (NTA) wws-Tv Tue. 10:30 

11. Popeye (UAA) OKLW-TVv Mon.-Sun. 6 . 

12. Four Just Men (ITC) wsex-ty Sat. 7 

13. Championship Bowling (Schwimmer) 
WEEE Bee. OF B. ccscccccccoccccccces 

14. The Honeymooners (CBS) wws-tv Sat. 6:30. 


TOP FEATURE FILMS 
- Bill Kennedy Showtime 
CKLW-Tv Sun. 1-3:30 
- Million Dollar Movie 
OKLW-TV Sun. 3:30-5:30 ........-+0.: 
. Five Star Feature* wsBk-tTv Wed. 7-8:30 . 
- Million Dollar Movie OKLw-Tv Thu. 7:30-9 
- Command Playhouse OKLW-Tv Sun. 9-11 
TOP NETWORK SHOWS 
. Wagon Train wws-Tv ... 
The Untouchables wxrz-Tv 
77 Sunset Strip* wxyrz-rv . 
Gunsmoke WJBK-TV ..... 
Red Skelton WIBK-TV .... 
- The Real McCoys wxrz-tv ns 
Have Gun, Will Travel wsEK-tv 
Perry Como WWJ-TV .... 
. Garry Moore WIBK-TV ..... ; 
. The Price Is Right wws-tv .... 


SEATTLE-TACOMA 
5-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
- Sea Hunt (Ziv-UA) xine-tTv Sat. 7 
2. Bold Journey (Banner) 
KOMO-TV Mon. 6:30 
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3. Rescue 8* (Screen Gems) 
Kinc-tv Thu. 7 .....00. e* 
4. Huckleberry Hound (Sereen Gems) 
BESSY TE. Bo codcscadsoccccesees 
5. Death Valley Days (U. 8. Borax) 


mipe-rv Bim. FT ..cccccees 
6. Bold Venture (Ziv-UA) 
KOMO-TV Wed. 6:30 ...... 
- Manhunt (Screen Gems) KING-TV Tue. ? 


~~ 


8. Seven League Boots (Screen Gems) 
ROMO-TV Mom. 7 nnn cece cccccees 
9. Whirlybirds (CBS) komo-rv Fri. 7 


10. Trackdown (CBS) Komo-Tv Tue. 6:30 


11. People’s Choice (ABC) Komo-Tv Thu. 6:30 . 


11. Cannonball (ITC) Komo-rv Thu. 7 
12. The Vikings (Ziv-UA) Komo-ry Tue. 7 
13. Adventures of Jim Bowie (ABC) 
BOMO-TV Pri. 6:80 ..ccccscccccscees 
14. Quick Draw McGraw (Screen Gems) 
MENG-EV Bee. © ccccescccccccccescce 
14, Mike Hammer (MCA) kKING-Tv Fri. 10: 30 


TOP FEATURE FILMS 
Kings Command Theatre KING-TV 
Gat. BEEBE GM. «nw ccvccccvccccs 
Royal Theatre KING-Tv Sat. 5-7 ...... 
Armchair Theatre KING-TV Sun. 3-4:30 
Big 7 Movie KiRo-TV Sat. 11-12:30 a.m 
- Alan Ladd Show* krro-Tv Sat. 2-3:30 


TOP NETWORK SHOWS 
77 Sunset Strip* KoMo-TV . 

The Real McCoys KoMO-TVY 

Wagon Train KING-TV 

Maverick KOMO-TV ..... 

Hawaiian Eye KOMO-TV 

Lawman KOMO-TV .......+++. 

Welk’s Dancing Party Komo-TV 
Cheyenne KOMO-TV ........ ees 

. Bonanza KING-TV .......++ eeeece 

. Adventures In Paradise KomoO-TV 
Walt Disney Presents Komo-TV 
. The Rebel KoOMO-TV ....... 
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Want facts to prove 


TELEVISION BRINGS CUSTOMERS? 























Then what you need is a set of the TELEVISION AGE Product Group Success Stories. Nearly 
every type of advertiser is included in this series of authentic case histories of television 

roup includes from a dozen to 75 detailed descriptions of the 
television campaigns and h successful results obtained by advertisers in that category. 


advertisers. Each product 








Product group stories available in reprint form are listed on the order blank below. 





Reader’s Service 


No. Number of copies 
33. Auto Dealers 

44. Bakeries — 
42. Banks & Savings Institutions —— 
26. Beer & Ale -—- 
36. Candy & Confectionery Stores _—— 
22. Coffee Distributors —— 
31. Cosmetics & Beauty Preparation —— 


24. Cough & Cold Remedies 
41. Dairies & Dairy Products 
27. Dept. Stores (Ed. of a Giant) 
14. Drugs & Remedies 
43. Drug Stores 
4. Dry Cleaners & Laundries 
18. Electric Power Companies —- 
25. Electrical Appliances — 
17. Farm Implements & Machinery —— 
46. Furniture & Home Furnishings —— 
19. Gas Companies —- 
47. Gasoline & Oil — 
5. Groceries & Supermarkets — 
10. Hardware & Building Supplies —— 


Television Age 444 Madison Avenue, New York 22, N. Y. 


Please send me reprints (25c each, 20c in lots totalling 10 
or more) of the Product Group Success Stories checked: 


No Number of copies 


45. Home Building & Real Estate 


21. Insurance Companies 


8. Jewelry Stores & Manufacturers 


23. Men’s Clothing Stores 
29. Moving & Storage 
38. Newspapers & Magazines 
9. Nurseries, Seed & Feed 
35. Pet Food & Pet Shops 
40. Pre-fab Housing 
28. Restaurants & Cafeterias 
16. Shoe Stores & Manufacturers 
11. Soft Drink Distributors 
13. Sporting Goods & Toys 
20. Telephone Companies 
30. Television & Radio Receivers 
39. Theatres 
37. Tires & Auto Accessories 
12. Travel, Hotels & Resorts 
32. Weight Control 
34. Women’s Specialty Shops 

















premium I 





Name Position— 
Company 

Address 

City Zone a 
C I enclose payment ( Bill me 


(0 Please enter my subscription for TELEVISION AGE for one.year at $7. As a 
will receive a copy of the Source Book of Success Stories which 
includes the second 15 of the above Product Groups. 





64 May 2, 1960, Television Age 








| 











Earl W. Hickerson has been ap- 
pointed operations manager of KOCO- 
TV Enid-Oklahoma City. A veteran of 
11] years in broadcasting, Mr. Hicker- 
son was most recently operations 
manager of wtvp Decatur. He has 
had wide experience as a sports- 
caster, doing play-by-play of Big 7 
basketball and football, Western As- 
sociation baseball and Big 10 foot- 
ball. 


PROCTER & GAMBLE CO. 
(Compton Adv., Inc., N.Y.) 


Late last month a good-sized group of 
major areas received new placements of 
night and day minutes for GLEEM 
toothpaste, with the schedules set to run 
through the balance of the P&G contract 
year. Ethel Wieder is the timebuyer. 


REVLON, INC. 

(Mogul Williams & Saylor, Inc., 
N.Y.) 

Placing what probably is its final campaign 
on TOP BRASS hair dressing—the 
account moves to Grey Adv. July 1—a 
small number of top markets were lined 
up by MW&S to start schedules of night 
minutes this week. The placements will 
run through June as the agency expends 
its Revlon budget. Ed Tashjian is the 
timebuyer. 


ROXANNE SWIM SUIT CO. 
(Diamond-Barnett, Inc., N.Y.) 


For a first-time tv user, this fashion 
account is starting off with a 12-14-market 
midwest campaign on its swimming suits. 
Fairly strong schedules of filmed minutes 
start early this month for four weeks in 
daytime housewives’ programs and late- 
night movies to get the working girls. 
Results from a two-week test in Miami in 
January and February were reported 
excellent, and similar results now could 
mean a major expansion next spring. Most 
past activity has been in magazines, and 
the tv drive was chosen over a national 
newspaper campaign “that would have had 
much less impact.” Account executive 

Lee Barnett is the contact. 


SCHICK, INC. 
(Benton & Bowles, Inc., N.Y.) 

As in previous years, the advent of Father's 
Day presages a spring campaign for 
SCHICK electric shavers. Exact plans 
were indefinite at press time, but there 

will be spot schedules. In prior campaigns, 
upwards of 100 markets began placements 
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Peter A. Milone has been appointed 
general sales manager of A.S.R. 
products. He will be in charge of the 
sales of all A.S.R. consumer products 
as well as surgical products. He 
joined A.S.R. in early 1957 after 
some years as supervisor of market- 
ing activities for the overseas opera- 
tions of Harold F. Ritchie, Inc. He 


has served A.S.R. as director of ex- 


port sales. 


of night minutes in late May also to take 
advantage of June graduation dates. 
Tom McCabe is the timebuyer. 


W. A. SHEAFFER PEN CO. 
(BBDO, Chicago) 


Following its °59 program, this pen-maker 
has already announced plans to hit 70 
markets with a back-to-school promotion 


Buyer’s Check List— 


New Representatives 
KHOou-TV Houston has set Sept. 1 as the 
effective date for its appointment of H-R 
Television as national sales representative. 


wx1x Milwaukee has appointed Young 
Television Corp. as national sales repre- 
sentative, effective immediately. 


Station Changes 


KGMB-TV Honolulu has started construc- 
tion on a new translator station to be 
located on Mt. Kahili near the city of 
Lihue on the west side of the island of 
Kauai. The new translator, which will be 
2,800 feet above sea level, is the third for 
the station, which also has two satellites 
KMAU-TV Maui and kuec-tv Hilo. The 
other translators are: K70ss Kulani and 
K74BA Naalehu. 


wrva-tv Richmond, Va., effective May 
30, becomes a primary affiliate of ABC-TV. 


wtvm Columbus, Ga., has set a target 
date of Sept. 1 for its switch from channel 





in August. The market list is about double 
that used last summer when minutes and 
20’s were placed in dance-party and other 
programs aimed at teen-agers. New 
commercials are in preparation. Russell 
Tolg is the buying contact. 


STANDARD BRANDS, INC. 
(J. Walter Thompson Co., N. Y.) 
Beginning at issue date, CHASE & 
SANBORN instant coffee kicks off a 
six-week campaign in some 35 major 
markets. Filmed prime-time 20's and late- 
evening minutes will run. Joan Ashley 
and Helen Davis are the buying contacts. 


STREITMANN BISCUIT CO. 
(Ralph H. Jones Co., € 


Filmed minutes are used throughout the 
southeast for this company’s line of bakery 
products, with frequencies varying from 
light to near-saturation depending on the 
market. At least one market has a half- 
hour show as well as announcements. 

Lyle Allen isthe timebuyer. 


TETLEY TEA CO., INC. 


(Ogilvy, Benson & Mather, Inc., 
N.Y.) 

After spending a year in radio (and 
recently starting a new print campaign) , 
TETLEY tea moves back into tv with 
about nine weeks of night and daytime 
minutes in the top 20 markets. Schedules 
are fairly heavy and kick off this week 
and next. Art Topol is the timebuyer. 


THOMPSON DESIGNS 
(Shaffer, Lazarus & LaShay, Inc., 
Chicago) 


This company reportedly intends to spend 
$25,000 on tv spots in the Chicago area 


|; - NGL Le 


cincinnati ) 


28 to channel 9 in that market. 


wtvr Richmond, Va., becomes an inter- 
connected affiliate of CBS-TV at the end of 
this month. 


SPRINGFIELD MASS 





Network Rate Increases 


JoP RATING 


ABC-TV: I 

KENI-Ttv Anchorage, from $100 to $150, | f- , 
Mar 1 Top COVERAGE 
NBC-TV: 
PM aspy St. Louis, from $1,900 to $2,000, [Sor MERCHANDI SING 


KENI-TV Anchorage, from $100 to $150, 
May 1 (in combination with KFrar-tv Fair- 
banks $250). i. 


PLUS 


BONUS COVERAGE © 








KFAR-TV Fairbanks, from $100 to $150, | 


May 1 (in combination with KENI-TV An. | WR Pp ? 
chorage $250). L channel 


BRATTLEBORO, VT. 


GREENFIELD,MASS., KEENE,N.H. 
*K G.P HOLLINGBERY HAS DETAILS 


WHO-Tv Des Moines, from $750 to #825, | 
May 1. 
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to introduce LADY MANICURE, a 
battery-powered manicure device. About 

13 weeks of filmed minutes will run, with 
good results probably causing an expansion 
of markets. Media director J. E. LaShay 

is the contact. 


TONI, INC. 
(North Adv., Inc., Chicago) 


This cosmetics firm is reportedly launching 
a heavy summertime campaign shortly for 








STATION NETWORK 
and PERSONAL 
REPRESENTATIVE 






KELO-TV, Sioux Falls, S. D. 

KROC-TV, Rochester, Minn. 

KSBW-TV, Salinas, Calif. 

WIMA-TV, Lima, Ohio 

WPEBN-TV, Traverse City, 
Mich. 


235 East 46th St.. New York 17, N. Y. 
PLaza 5-4262 
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“America’s Most Popular News 
Programs and Newscasters Are 
Local” is the theme of a new, 
animated window display on New 
York’s Park Avenue unveiled 
recently by Peters, Griffin, Wood- 
ward on behalf of the stations 
represented by the company. 

On a photomural background 
showing PGW-represented sta- 
tions in action covering typical 
local news events is silhouetted 
a map showing station locations. 
In the center of the map is a 17- 
inch screen which, with slides 
that change automatically every 
six seconds, portrays the stations’ 





PGW Display 


top newscasters and the stories 
they are currently covering. The 
entire demonstration takes five 
minutes. 

All of the PGW stations are 
partners in the promotion and 
are constantly furnishing a 
stream of up-to-the-minute news- 
film. 

The display will continue to 
operate from 8 am. to 7 p.m. 
daily in the 250 Park Avenue 
branch of the Marine Midland 
Trust Co. throughout April. It 
will then be “on the road” in the 
other nine cities where the repre- 
sentative firm maintains offices. 








its WHITE RAIN, SPRAYNET, ADORN 
and perhaps a new product. If past 
activity is followed, day and night minutes 
in 40 or more top markets will be used. 
Elaine Pappas is the contact. 


WANDER CO. 
(Tatham-Laird, Inc., Chicago) 


The makers of Ovaltine have a new 


| vitamin-enriched candy bar which is 


reportedly using some tv in tests in a few 
selected markets (including Columbus, 
Ohio). The product name is SPORTSBAR 
and it sells for 10 cents, but further 
details are held confidential at the early 


test stages. Broadcast manager Larry 
Claypool is the buying contact. 


GEO. WIEDEMANN 
BREWING CO. 

(DCS&S, New York) 

While this beer company has set its plans 
fairly definitely for the rest of the year, 

it hasn’t been Spot Report-ed since the 
agency acquired the account late last year. 
For the summer it’s using both spot 
and/or program schedules in about 20 
midwestern tv markets. Shotgun Slade and 
Mike Hammer are among program choices, 
with the CBS Game of the Week bought 
for Columbus, Ohio. Don Miller is the 
timebuyer. 








Watching the Blair Television spot presentation (New York showing, TV AGE, 
March 7, 1960) recently at the Wade Park Manor Hotel in Cleveland were: 
standing (l. to r.) Harley Lucas, wews Cleveland, local salesman handling 
General Electric; Gabe Dype, Blair-Tv and Blair-Television Associates; Jay 
Kerekes, national sales manager, WEWS; seated, Don Maize, assistant super- 
visor of advertising and promotion of GE; Richard McGinnis, BBDO account 
supervisor on GE; Jack Bristow, vice president and office manager of BBDO, 
Cleveland; Vivian Riley, chief buyer BBDO; Norm Townsend, supervisor, 
retail advertising and promotion, large-lamp division, GE, and Richard Owen, 
account executive on GE, BBDO. Mr. Dype, Detroit manager for the Blair- 
Television companies, arranged the presentation. 


in the Greater Baltimore— 
Maryland Market. 


TV Home Potential 


856,900* 


*ARB March 1960 


WMAR-TV 


SUNPAPERS TELEVISION 
Baltimore 3, Maryland 
Represented Nationally by 
THE Katz AGENCY, INC. 
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Colledge (Continued from page 33) 


ducers and for top stations who want 
the “best picture in town.” NBC has 
put three prototype models in their 
Tele-Sales studios because they feel 
advertisers will see their advantages 
for important tape productions. 

The camera has a new keystone 
shape. This shape has a functional 
advantage in that it provides space 
for an 84-inch viewfinder instead 
of the five-inch in present cameras. 
This provides the operator with a 
bigger picture. It is also much 
brighter (200 foot lamberts vs. 50 in 
the old), and for the first time he 
sees what the control room is doing 
with his picture. If split screen or 
other video effects are used he sees 
the combined picture and can ma- 
nipulate his camera to best advan- 
tage. 

The TK-12 has completely auto- 
matic circuit adjustments. Built-in 
feedback circuits compensate for 
changes that would otherwise occur 
during warm-up, and for most of 
the drifting which occurs during op- 
eration. Cameras do not need to be 
adjusted from day to day, and they 
do not need to be warmed up before 
programs. They are ready for use 
within one or two minutes after be- 
ing turned on. 


More Rugged Model 


Use of “NuVistors”’—the new 
tiny metal-and-ceramic tubes—makes 
these cameras more rugged and 
greatly reduces heat. New lenses 
and lens mounts provide better op- 
tims and easier lens changes. 

Because of the automatic adjust- 
ment, the operator has only one 
knob to play with, essentially a sim- 
ple gain control. One man can easily 
control all of the cameras in a typi- 
cal studio set-up. Controls are 
mounted on small panels which, in 
combination small-size 
monitors, can be mounted in a nar- 
space than previously re- 
quired. As many as six video posi- 
tions can be accommodated in a con- 
sole 66 inches wide. 


with new, 


rower 


The camera is completely inter- 
changeable with present three-inch 
types. It uses the same standard 





Frederick J. Schuhmann has been ap- 
pointed director of production serv- 
ices for the ABC Television Network, 
it has been announced by Frank 
Marx, ABC-TV vice president in 
charge of engineering. Mr. Schuh- 
mann has been with the network since 
December 1950 when he served as a 
part-time page while attending col- 
lege. His most recent post was as 
studio services manager. 





cable and cable connectors. All tubes 
and components are standard U.S.- 
made types. 

The newest development in video 
tape is of recorders which make pos- 


sible electronic editing. Until now it 
has been possible to edit tape only 
by actually cutting and splicing it 
together. If picture roll-over was to 
be avoided, extreme pains had to be 
taken. Usually only black-to-black 
splices (between scenes) have been 
made, although hot splices (within 
a scene) could be made if planned 
for in advance. Wipes, dissolves and 
other effects possible in film editing 
have been impossible. 

RCA has a “frame-lock” module 
available for its TRT-1A tv tape re- 
corder which will lock the picture 
frames on the tape being recorded to 
the frames of another picture source 
—such as a live camera, a film cam- 
era, the network or another tape 
recorder. Since the frames exactly 
correspond they can be switched, dis- 
solved or special cut-ins effects used 
without causing roll-over. This 
makes it possible to employ any of 
the video effects used in live tv or 
film production. 

This frame lock also allows elec- 
tronic editing simply by feeding two 
or more tape signals through a stand- 








Have you seen the new 





ing. ¥ 
| } 
What the men who select stations say | 4 
| | —. 


stations and programs. 


time buying. 








SPOT TELEVISION PROMOTION HANDBOOK? 


This 60-page guide for station promotion managers is based on field 
interviews with advertiser and agency people who make the buying 
decisions, analyzes their viewpoints, practices and information needs, 
and discusses the role of promotion in selling spot TV. 


Some typical chapter headings: 
Who participates in spot TV time buy- 


they want to know about TV markets, 4 


| How to reach the people who influence 


Shows how proper use of the tools of sell- } 
ing can increase spot sales volume. 


Be sure to ask your SRDS representative to show you this new guide- 
book — or drop him a line right now. 


S2Ds STANDARD RATE & DATA SERVICE, INC. 


the national authority serving the media-buying function 
C. Laury Botthof, President and Publisher 
5201 Old Orchard Road, Skokie, Illinois © New York © Atlanta © Los Angeles 
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ard tv switcher into a master tape 
recorder. A complete system of this 
type is being supplied for the Reeves 
Sound Recording Studios in New 
York. It will allow taped commer- 
cials to be made with far greater 
flexibility. Development of electronic 
editing broadens the usefulness of tv 
tape recording by making it possible 
to use most of the production tech- 
niques of live or film programming. 

RCA is able to furnish a complete 
program production package includ- 
ing matched cameras, video ampli- 
fiers, switchers, control consoles, 
monitors, video effects, film projec- 
tors, microwave links and related 
units. If the package is for mobile 
use it can be supplied in a truck or 
trailer, completely installed, wired 
and tested. 


Custom-Design Service 


For independent program pro- 
ducers a special service is offered 
from RCA’s Hollywood plant, where 
tv and tape recording engineers have 
been added to provide custom-de- 
signed combinations of tape, film 
and tv equipment to the customer’s 
specifications. Where desired, the 
company will also and/or 
maintain the equipment—thereby 
freeing the producer to concentrate 
his energies on program production. 

The marriage of tape and film will 
provide advertisers with a “single 
source” from which they can obtain 
programs and commercials either on 
tape or on film—or on both. 

Among new technical improve- 
ments on the TRT-1A tv recorder are 
“air-bearing” head-wheel motors. 
The head wheel in a tape recorder 
revolves at over 14,000 revolutions 
per minute. Wear on ball bearings 
on which these head wheels ride is 
a problem. In the new motor a thin 
layer of air, under pressure, is sub- 
stituted for the steel ball. The motor 
shaft literally rides on air. Thus 
friction is reduced practically to zero 
and a cause of failure eliminated. 
Tape guides are similarly air lubri- 
cated to save wear on tape. 


lease 


The recorder features electronic 
quadrature adjustment by means of 
which four easily set knobs allow 
practically perfect recordings with- 
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out the need for painstakingly ad- 
justing the mechanical positioning 
of the heads of each wheel as was 
required on older projectors. In 
playing tape made on another ma- 
chine this adjustment may be used 
to correct any phase discrepancy 
without time-consuming mechanical 
adjustments. 

With new indications of progress 
in color programming, the impor- 
tance of color tape recording cannot 
be overemphasized. Early tape ma- 
chines were designed for mono- 
chrome only and used circuits and 
standards which were less than satis- 
factory for color. The new recorder 
was designed with color in mind. 
Because it meets the wider specifica- 
tions required for color it also pro- 
vides better black-and-white pictures. 
Unlike color in films, color tape 
recording is no more difficult nor 
costly than monochrome recording. 
Moreover, with tape a color commer- 
cial can be played back immediately 
after recording. This enables vari- 
ous color backgrounds, costumes, 
etc., to be tried without waiting for 
development of films to see the re- 
sults. All of these factors are ex- 
pected to accelerate the trend to use 
color in tv commercials. 

Automation is one of the hottest 





Quad-Cities Study 

As its represented station 
WHBF-TV moves into its 10th 
year of service to the Quad-Cities 
market, Avery-Knodel, Inc., has 
issued a new study of the area 
comprising Rock Island, Moline 
and East Moline, IIl., and Daven- 
port, Iowa. Among other points 
made in the survey are the facts 
that area population over a 
decade increased faster than the 
national rate, that 350 diversi - 
fied industries employed 48,216 
workers earning $245 million in 
1959, and that 48,000 farms in 
the area sell farm products worth 
more than $650 million annually. 

The study is being distributed 
by the representative to all na- 
tional advertisers and agencies. 
Additional copies are available 
on request. 








current subjects. Recent installations 
—particularly the one at WKRC-Ty 
Cincinnati—have proved that the 
operating cost reductions claimed for 
automation can be achieved. More 
important, they demonstrate better, 
surer operation results. 

There are many varieties of sys- 
tems, ranging from a small one that 
simply performs switching operations 
during station breaks to an elaborate 
installation which controls the whole 
day’s programming. 

Regardless of size, the automatic 
system can operate far faster and 
make fewer mistakes. During a 60- 
second station break an operator 
may have to perform as many as 40 
operations. Operators call it the 
“panic period”—and with reason. 
Even in a well-equipped station this 
is an exacting task. With the trend 
to multiple spotting it is getting 
worse. Mistakes are bound to occur. 
And when a slip is made, the whole 
sequence for the break may be 
spoiled. In theory advertisers do not 
suffer—they get re-runs. But, avail- 
abilities being what they are, this 
may be difficult. 

Automated programming equip- 
ment eliminates human errors. It 
makes possible sequences which man- 
ual operation dare not attempt. More 
slides can be used in a short time 
interval not only because they can be 
changed faster but also because the 
timing can be much more accurate. 
More switching between sources is 
possible. Advertisers benefit not only 
in having great flexibility in script- 
ing but also in making better use of 
precious seconds. 


Cost Savings 


Advertisers may also hope to bene- 
fit indirectly in the cost savings in 
automation. As a minimum, auto- 
mation will hold back spiraling costs 
of station operation. At WKRC-TV 
one man can run a control-room 
operation which in most stations 
would require three or four men. 
For simpler-type shows the two 
studio cameras are remotely operated 
by the technical director in the con- 
trol room. 

In the system designed for WKRC- 
TV a single roll of punched paper 











tape controls a whole day’s program- 
The tape is punched at the 
time the program schedule is 
made up. The traffic director simply 
uses a Flexowriter instead of a stand- 
ard typewriter to type the schedule. 
This produces a typed sheet and a 
punched tape. A tape reader in the 
control room has finger contactors 
which read the holes and feed corre- 
sponding signals into an electronic 
brain. The brain stores up the infor- 
mation. At the proper time it actu- 
ates relays which start the specified 
projectors and perform the necessary 
switching. It is foolproof, fast and 
accurate. 


ming. 
same 


Station Break Automation 


A simpler type of automation pro- 
vides automatic operation for station 
breaks only. In this system the oper- 
ator has a keyboard on which he 
“punches up” in succession each of 
the operations which the program 
schedule indicates will be required 
during the next station break. An 
electronic brain stores this informa- 
tion. When the operator presses a 
start bar, the brain takes over and 
actuates relays to cause the needed 
starting and switching according to 
the pre-set sequence. When the break 
operations have been completed and 
the station is back on program, the 
operator sets up the sequence for the 
next break. 

A somewhat different type of auto- 
mation is represented by the re- 
motely controlled cameras at WKRC- 
Tv. These cameras can be panned, 
tilted, zoomed in or out from the 
control room. A miniature joy stick 
on the video console controls the 
physical movement, a toggle switch 
the zoom lens. Cameras are posi- 
tioned before the program starts. 
Thereafter there are no technicians 
on the floor. Resulting cost savings 
may make it possible for local ad- 
vertisers to use more live programs. 

The new cameras, tape recorder 
and automation are undoubtedly the 
new items of most interest to adver- 
tisers. But there is much other new 
equipment which will have its indi- 
rect influence on both programs and 
commercials. There are new model 
transmitters and new antennas, in- 





Summer (Continued from page 27) 


as if money were no object. 

“The big thing in convention coy- 
erage this year will be tape,” said 
Julius Goodman, NBC director of 
news and public affairs. “Four years 
ago, tape was virtually non-existent; 
film, even with high-speed processing 
equipment, was slow. The result often 
was that a viewer had to sit through 
long, routine sessions on the floor 
while missing important happenings 


elsewhere. With tape we'll be able | 


to capture a highlight announcement 
in one of the convention hotels, hold 
it until there’s a lull in the floor ac- 
tivity and then put it on the air as 
something that ‘just happened up- 
town.’ Thus, we should be able to 
pack twice as much interesting view- 
ing in the same amount of time.” 
NBC is guaranteeing prospective 
sponsors of its convention pick-ups a 
total of 40 hours for the Republican 


and Democratic affairs combined, | 
ipsine New York to Now England and Boston! > 


plus three hours of election-night re- 
porting. Both ABC and CBS have 
similar guarantees, although there 
are slight differences in the guaran- 
teed time for pre-convention pro- 


grams and election coverage. The | 
final number of hours on the air will | 
not be known until the conclusion of | 


both conventions, as any prolonged 


controversy over candidates could 


mean severe extensions. 


absorbed by convention coverage—a 


figure that network officials believe | 


will be matched this year.) 
A. C. Nielsen data shows that some 


33,836,000 homes, or 93.0 per cent | 


of ‘the total number of existing tv 


homes, saw the combined conventions | 


on three networks in 1956. With the 
increase in tv homes and _ station 
coverage over the past four years, 
both the actual number of homes 
viewing and the percentage of total 
homes will be higher this July. 


ABC intends to introduce a new 





cluding a traveling wave antenna of 
simplified type which provides high 
gain and which can be adapted to 
give directional radiating patterns. 
If the FCC approves drop-in stations, 
this latter will be of great interest. 


(In 1956 | 


better than 63 hours of air time was | 









MOHAWK 
QOLDEN 
SERVICE! 
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NEW YORK 


UTICA-ROME @ SYRACUSE 
BINGHAMTON @ ROCHESTER 


ELMIRA-CORNING ® BUFFALO 
. and from Detroit and Erie, Pa., through 


NOW! 


In New York 
MOHAWK 
serves 
IDLEWILD, 
WESTCHESTER 
co. and 
NEWARK 
airports! 


For 


<q information and reservations: > 
IN NEW YORK CITY , 
LO 3-7373 
IN WESTCHESTER CO. 
White Plains 8-5555 
IN NEW JERSEY 
Newark MA 4-9588 
OR YOUR TRAVEL AGENT 






May 2, 1960, Television Age 69 


low-light-level camera tube in its 


. 


‘smoke-filled” rooms, 
hotel corridors, etc., and the net- 
works will all utilize a variety of 
mobile cameras, helicopter airlifts 


pick-ups from 


and the like in order to provide a 
“beat.” When the technical equip- 
ment is assessed, however, it’s evident 
that personalities remain a deciding 
factor in charming the viewer. 

Heading the NBC-TV team of 300- 
350 newsmen and auxiliary personnel 
to shuttle from Los Angeles to Chi- 
cago are Chet Huntley and David 
Brinkley, who, according to Julius 
Goodman, first came into national 
prominence during the °56 conven- 
tions. Since then, their nightly news 
programs and special series have won 
numerous awards as well as a steady 
following. 


Daly ABC Anchor Man 


Also on the NBC convention scene 
will be Merrill Mueller, Sander 
Vanocur and other top correspondents 
from the network’s news bureaus. 

John Daly, vice president in charge 
of news, special events and public 
affairs for ABC, will act as anchor 
man for that network’s coverage on 
both tv and radio. Fresh from re- 
ceiving critical and public acclaim 
for its Khrushchev-tour “scoop” when 
it hired its own translator, and hav- 
ing been noted for its straightforward 
reportage on the ’56 convention, ABC 
once again looks toward “out-think- 
ing” its rivals in attracting viewers. 

Directed by Marshal (Sonny) Dis- 
kin, 350 newsmen and production 
personnel will do the ABC coverage, 
with such names as John W. Vander- 
cook, Quincy Howe and Paul Harvey 
among them. 

CBS-TV is also putting its entire 
staff of top news names into its cover- 
age, with Walter Kronkite serving as 
anchor-man and Edward R. Murrow 
and Howard K. Smith doing the 
analysis of proceedings. Among the 
commentators on the convention floor 
for Columbia will be Charles Colling- 
wood and Richard Hottelet. “Over 
300” persons is the figure CBS gives 
on the number of personnel it will 
have on hand at the meeting sites. 

As are the other networks, CBS is 
figuring on all nighttime sessions in 
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Los Angeles, with coverage starting 
at 5 p.m. in the coast city (8 p.m. in 
the east). The Thursday-night ses- 
sion when final balloting should be 
conducted is expected to be telecast 
until 2 a.m. 

In Chicago, the Republicans open 
with a morning session that will be 
aired beginning at 11 a.m. in the 
east. Other coverage will be night- 
time. Among the pre-convention 
shows scheduled for airing is a Demo- 
cratic dinner meeting at the Beverly- 
Hilton hotel in Los Angeles the day 
before the official opening. 

None of the networks appears to 
be going in for “gimmick” values to 
its convention reporting. A report 
that comic Mort Sahl had been signed 
to add humor to the proceedings for 
one outlet was denied. “We feel there 
are enough entertainment assets in 
the conventions themselves,” said a 
news executive. “And, it must be re- 
membered that while a convention 
can become a noisy, embarrassing 
brawl at times, it’s still one of the 
foundations of American life and, as 
such, deserves a measure of respect.” 

All networks are agreed that cov- 
erage of the Democratic meet should 
command more air time than the Re- 
publican Chicago get-together. From 
the viewpoint of building excitement, 
there’s a growing hope that.a “Draft 
Rockefeller” movement will provide 
a contest to attract viewer interest. 
The crowded Democratic field of 
candidates insures a battle—perhaps 
a lengthy one—in Los Angeles. 

Still, in spite of 120-hours mini- 
mum the networks will devote to the 
conventions and the half-dozen hours 
weekly that will be filled by new pro- 
grams, most summer viewers will be 
confronted with re-run fare. In 
previous years, the economic ad- 
vantages to an advertiser who could 
amortize his talent and production 
costs over two seasons were. fairly 
obvious, but it was also held by many 
that re-runs caused the familiar de- 
crease in viewing, summer over 
winter. A Study of Summer Tv, re- 
cently prepared by A. C. Nielsen Co. 
and briefly discussed in TV AGE 
(Newsfront, March 21), unveiled im- 
portant assets of re-run programming. 

A total of 56 programs was studied, 





each of which repeated in July- 
August programs seen earlier in 
January-February. While the average 
audience for each of the programs 
was down one-third from its winter 
level, and while the number of homes 
using tv was similarly down, the 
share of audience—reflecting pro- 
gram strength in terms of capturing 
the audience available—was almost 
identical in summer with the winter 
share. 

Of the programs surveyed, 10 of 
them faced the same competition dur- 
ing the summer as they had during 
the winter. The share of audience on 
these programs, Nielsen notes, de- 
clined seven per cent, summer over 
winter. With 46 programs moving 
to different time periods and meeting 
new competition in the summer run, 
their decline in share-of-audience was 
only two per cent. While this might 
indicate that a re-run will do better 
in gaining an audience if it is put 
against new competition in the sum- 
mer, there were wide variations 
among the 46 programs individually. 
Some increased their shares substan- 
tially while others dropped slightly, 
others greatly. Such factors as pro- 
gram lead-in in the new time periods, 
time of night and quality of compe- 
tition influenced the changes. 


Smaller Audience 


Again, in a study of the audience 
characteristics of summer re-runs vs. 
winter originals, it was seen that 
while the summer audience was 
roughly one-third smaller than the 
winter one, the relationships between 
size of family per program, the pro- 
portion of men, women and children 
viewing and age of viewers remained 
fairly constant in both seasons. The 
greatest loss of viewers before 9:30 
p-m. was caused by a drop in younger 
homes. After 9:30, the over-40 homes 
created the severest decline. Age, how- 
ever, is not the sole cause of the sum- 
mer audience decrease any more than 
re-run programming is. 

To determine whether an adver- 
tiser’s investment in a new program 
which serves as a summer replace- 
ment for an existing show results in 
a sizeable audience increase over re- 
runs, Nielsen studied 15 shows pro- 














James A. Gustafson has been named 
local sales manager of wTtc, the 
Metropolitan Broadcasting Co. outlet 
in Washington, D.C. For the past 
three years he has served as an ac- 
count executive for the station. Prior 
to this his experience in broadcasting 
covered a period of 12 years in all 
phases of radio. 





grammed in summer only. 

It was discovered that the 15 pro- 
grams had a share of audience 14 
per cent lower than that achieved by 
their winter counterparts. This per- 
centage was considerably higher than 
the minus-three-per-cent difference 
between the 56 programs that used 
re-runs in the summer. Audience dis- 
tribution between the winter shows 
and the summer replacements was un- 
changed, although the number of 
summer viewers was down 40 per 
cent. 

Surveying 11 programs that pro- 
vided the viewer with new material 
all year long, Nielsen found that the 
shows’ audience shares actually in- 
creased during the summer—nine per 
cent on the average. The increase ob- 
viously was caused by the declining 
shares of both re-runs and summer 
replacements. The number of viewers 
watching the year-round programs 
dropped 27 per cent over-all, but 
audience distribution again remained 
unchanged. 

The question resolves itself to this: 
With summer viewing in general one- 
third lower than winter viewing (and 
with new-material programs facing 
a one-quarter drop in number of 






viewers, replacement programs a 40- 
per-cent drop and re-runs a one-third 
drop), which is the most economical 
advertising buy? The Nielsen sug- 
gestion is to lower the advertiser’s 
program costs in the summer months 
in the same proportion as his audi- 
ence losses . . 
provide new material for a continu- 
ing program and attempt to hold the 
greatest audience. 

Until such a policy is accepted by 
industry, however, the economics of 


film re-runs will continue to influence | 


the summertime advertiser to take 
“second best.” 





Sweet (Continued from page 29) 


been able to cover in the past and 
also to try to build a program-product 
identity. 

“Whether or not we continue net- 
work expenditures at the present level 
will depend greatly on what the tele- 
vision industry has available to spon- 
sors. Our plans for next fall are un- 
determined at this time. 

“T think,” continues Mr. Kazanjian, 
“that our problem in using television 
is a representative one in our indus- 
try. We are not a 52-week-a-year ad- 
vertiser; we use only 36-40 weeks 
a year because we get more for our 
dollars in the cool months. Now, an 
advertiser with a good, top-rated 
network show—if he can hang on, 
week in and week out—has a tre- 
mendous advantage. However, if he 
has to give the show up at the end 
of his selling season, then he won’t 
be able to get back on. An adver- 
tiser in this situation generally has 
to take a chance on a new show or be 
satisfied with whatever is not com- 
mitted to the 52-week advertisers. 

“Spot is also becoming increas- 
ingly difficult to buy for short periods 
of time, as more and more sponsors 
tie up time for 52 weeks. However, 
with the growth of air-conditioning 
and the improvement in refrigeration 
methods, our business is suffering less 
from the summer sales slump, so pos- 
sibly this problem will resolve itself 
in time.” 

Mr. Kazanjian feels that television 
has been successful in selling the 
Peter Paul products because tele- 


. thus allowing him to | 

















WITHIN A STONE’S THROW 
OF COMMUNICATIONS ROW! 


One of New York's 
most desirable locations 


MADISON AVENUE 
AT 52nd STREET 


i 
Pe ties 
14900 


EUR iy 
‘ 


A Bigger and Better 


Seth ite 
HOTEL 
Just steps from anywhere... 
now with 500 individually deco- 


rated rooms and suites — and 
completely air conditioned. 





The magnificent new 


BARBERRY 


17 E. 52 St. 
Your rendezvous for dining 
deliberately and well... 
open every day of the week 
for luncheon, cocktails, 
dinner, supper. 


PLAZA 3-5800 ¢ TWX: NY 1-138 
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vision reaches directly all members 


of the family. The majority of candy 
sales are still made as single bars 
sold in the traditional outlets, and 
are, to a large extent, impulse sales. 
The supermarket has, however, be- 
come an increasingly important out- 
let in the last 10 years, and 80 per 
cent of supermarket sales are made 
to women. Thus, such programs as 
The Secret Storm, directed to the 
housewife, give Peter Paul the chance 
to promote the packages it has de- 
veloped for the supermarket trade. 
These include three-pack containers 
of the three major bars as well as 
packages of miniatures. 

Peter Paul has expanded its facili- 
ties in the past year with the opening 
of a new plant at Frankfort, Ind., in 
February of 1959. It has also intro- 
duced products in the 
recent past, including a new Dreams 


two new 


bar, similar to, but not exactly the 
same as, the pre-war Dreams, which 
has reached full national distribution. 
Another new product, Almond Clus- 
ter, is expected to be available na- 
tionally by fall. Still another bar is in 





business safari 7 


Yes, take a “Business 
Safari” to Hotel Sahara 
in Las Vegas . . . Plan 
your next. meeting, 
presentation or convention 
at Hotel Sahara . . . 600 
deluxe rooms . . . star 
studded shows . . . famous 
foods . . . special 
arrangements for all media 
and advertising events . . . 


HOTEL 


SAYARA 


LAS VEGAS 


NEVADA 





For Reservations: 
Write, wire or 
McDonald, Hotel 
Vegas, Nevada 


phone Herb 
Sahara, Las 
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the early marketing stages. 

Peter Paul has attempted, in its 
recent advertising, to emphasize the 
company name. Revamped packages 
featuring a banner with the words 
“Peter Paul,” a new slogan, “What's 
The Call? Peter Paul,” and increased 
mentions in the advertising have all 
been used to develop the company 
name. The purpose of this, of course, 
is to tie in new products with the 
company name so that the consumer 
who has developed a brand loyalty 
to Mounds or Almond Joy will be 
aware that the new bar is a product 
of the same company. 

Most of Peter Paul’s television ad- 
vertising is built around two ani- 
mated 
developed over the past six years. Mr. 
Kazanjian feels that the “Peter Paul 
Pixies” have become reasonably 
closely identified with the products 
and have served to relate the various 
programs and spot campaigns to each 
other and to the company. Most of 
Peter Paul’s commercials have been 
animated, although some live action 
has been added to show the products 
in use, and to emphasize the quality 


characters which have been 


of their ingredients. 
Positive Approach 


“Our advertising has always been 
concerned with the positive aspects 
of our products,” says Mr. Kazan- 
jian. “We have never used any criti- 
cism or implied criticism of any other 
product or service. Our slogan is “In- 
describably Delicious,” and we adver- 
tise on the basis of appetite appeal— 
the taste, sight and enjoyment of our 
candy.” 

Mr. Kazanjian has developed a high 
regard ior the value of advertising. 
“T believe,” he says, “that the only 
way to get volume sales of a consumer 


| product is to back the merchandise 
| with a strong advertising and market- 
| ing program. 


“Our television campaigns have 
been ‘successful in building sales of 
our products. If we emphasize one of 
the bars over a period of time, sales of 
that one will go up in preference to 
the other products. We're selling 


| what is essentially an impulse item. 


But we can, through advertising, 
register our name and couple it with 





the impulse. Otherwise, we're at the 
mercy of whim. 

“We also use a good deal of con- 
sumer merchandising. We have had 
tie-ins with Nabisco, Pillsbury and 
Kellogg, from their 
packages good for a reduced retail 
price on our products. We have also 
had various premium offers—dish 


with coupons 


towels, nylons, even Hawaiian palm 
trees. These promotions have all been 
backed by a certain amount of tv 
advertising and have been most suc- 
cessful.” 

Peter Paul uses the sales organiza- 
tions of more than 10,000 jobbers and 
wholesalers to achieve the greatest 
percentage of its distribution in over 
one million retail outlets. Sales to su- 
permarket chains account for the re- 
mainder. Sales meeting held in New 
Haven, Chicago, Dallas and San 
Francisco twice a year provide the 
necessary contact between the com- 
pany and its distributors. National 
distribution is the exception rather 
than the rule in the confectionery in- 
dustry, and Peter Paul finds that the 
jobber network is the most efficient 
means of achieving and maintaining 
national distribution for its candies. 

The confectionery industry expects 
increased sales in the coming years. 
Population growth effects it before 
many other industries because the 
younger segments of the population 
are the major consumers. Also, per- 
capita consumption of confectionery 
products is rising. From a low of 15.5 
pounds per person in 1955, consump- 
tion reached 16.4 pounds in 1958, the 
last year reported. 

This rise in consumption is related 
to television, according to an analysis 
made by the Television Bureau of 
Advertising. Younger households 
consume more candy; younger house- 
holds watch more television. 

Peter Paul’s experience with tv has 
been more than satisfactory. Its fu- 
ture plans are undecided. “We have 
reaped very good results from both 
network and spot,” says Mr. Kazan- 
jian, in summary. “Our use of the 
medium next year will depend on 
two things: the amount of money we 
have to spend and conditions in the 
television industry at the time we 
make our commitments.” 









In the picture 





Farish A. Jenkins (1.), Neal Gilliatt (c.) and 
George B. Park (r.) have been promoted to 
senior vice presidents of McCann-Erickson Adver- 
tising (U.S.A.). Mr. Jenkins joined the agency in 
1940 as a trainee and has been vice president in 
charge of the home-office account-service division 
since °57. Mr. Gilliatt, with McCann since 1945, is 
management service director of the Coca-Cola ac- 
count, while Mr. Park, who came to the agency 
in °55, is service director for six accounts. 





Raymond O. Mithun (1.) has become chair- 
man of the board of Campbell-Mithun, Inc., a post 
left vacant since the death in 1949 of Ralph Camp- 
bell, with whom Mr. Mithun co-founded the agency 
in 1933. Albert R. Whitman (c.), C-M executive 
vice president since 1950, following 17 years with 
Benton & Bowles, assumes the presidency ef the 
Minneapolis agency, while Norman F. Best, who 
came to Campbell-Mithun as its general manager 
two years ago, has been named executive v. p. 








Lee Rich, vice president in charge of media and a member of the board of direc- 
tors, has been appointed to the newly created position of vice president in charge of media 
and programming for Benton & Bowles, Inc. In announcing the appointment, agency presi- 
dent Robert E. Lusk said: “More and more, television demands centralization of auth- 
ority to negotiate, to decide and to commit the agency both for programs and time periods 
with package producers and network principals. With this requirement in mind, we have 
appointed Lee Rich to this newly created post.” Mr. Rich joined B&B in 1952 as an associ- 
ate media director. He became a vice president in 1955 and was named director of media 
in 1957; two years later he was elected to the board of directors. Holder of a degree in 
marketing from the University of Ohio, he started as a timebuyer with Lord & Thomas. 





Ira Avery (1.) and Alexander E. Cantwell (r.) have been 
elected vice presidents of Batten, Barton, Durstine & Osborn, Inc. 
Mr. Avery, account supervisor for U.S. Steel, joined the agency 
15 years ago. Previously he had been with the NBC radio net- 
work, the Office of War Information and wor New York in vari- 
ous radio executive positions. Mr. Cantwell, in charge of live and 
video-tape tv production, came to BBDO as a writer in the public- 
relations department, switching to the tv department the following 
year. He was with wonc Durham, N.C., and headed his own radio- 
production company prior to joining BBDO. 





Anthony C. DePierro (1.) has rejoined Geyer, Morey, Mad- 
den & Ballard, Inc., as vice president and will serve in the newly 
created post of assistant to president Sam M. Ballard. He had 
been a vice president and director of media at the Geyer agency 
from 1948 to 1952, following which he joined Lennen & Newell, 
Inc., where for the past seven years he has been vice president 
and media director. Langdon H. Wesley (r.) 


has joined 
GMM&B as a vice president and account executive in the package- 
goods account group, coming to the agency from Brown & Butcher, 
where he had been an account executive since 1958. 
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LOOK MA, MUSCLES! 





Rochester, Minnesota is the market 
with muscles. It is the fastest growing 
market in the state. 


If you are interested in push-ups, this 
is the market that has been pushing 
up for the last decade—wup in con- 
struction, up in population growth, up 
in retail sales. 


As a matter of fact, the annual con- 
sumer spendable income is $886,- 
000,000. 


And you reach this large, growing 
market through KROC-TV which com- 
mands 70% of this audience sign-on 
to sign-off, according to ARB. 


Ask the Meeker boys how easy it is 
to push up sales for your client in 
the Rochester, Minnesota Market. 
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KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
The Meeker Co., Inc. 
Minneapolis: Harry S. Hyett Co. 


Network Representative Elisabeth Beckjorden 
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THE LIGHTER SIDE In camera 





Razor’s edge: In Karlstad, Sweden, 
a television station ran an ad in the 
local newspaper promising its listen- 
ers it would install anti-interference 
devices to eliminate the static caused 
by a man who lives next to the trans- 
mitter and uses an electric razor. 

a * * 

Life in this television age: Our 
three-year-old son has, naturally, 
been weaned on television. And as 
much as anything else he likes to 
look at full-length feature pictures, 
especially war movies. 

The other day his grandfather was 
visiting, and, together, father and 
grandfather were trying to impress 
the tyrant Rex of our house. 

“Did you know that grandfather 
was a soldier?” we asked him. 

The boy was not merely skeptical, 
he showed complete disbelief. “Daddy 
was in the Army, too,” we said. There 
was even more doubt all over his not- 
so-innocent face. “That's right son,” 
we insisted, “Daddy was a soldier.” 

“Oh, yeah?” he replied. “What 
channel?” 

* > _ 

Man on the street: In Minneapolis, 
WTCN-Tv’s Stuart A. Lindman has his 
audience literally falling at his feet 
while he’s on the air as host of a 
man-on-the-street interview series 
titled People and Places, says the 
station’s promotion department. And 
they offer the following story to 
prove the point. 

Stu was doing a show in Red 
Wing, and his first man-on-the-street 
was a lady, a housewife. She took to 
Stu’s queries about Richard Nixon’s 
chances of becoming our next Presi- 
dent like oil takes to fire. Stu couldn’t 
stop the hausfrau. She was so rabid 
in her fervor for Mr. Nixon you 
might have thought her name was 
Checkers. 

While trying to think of some way 
to put the nix on his guest, Stu heard 
a scuffing on the street nearby. Out 
of the corner of his eye, the tv man 
saw an indignant and elderly gentle- 
man pushing his way to the mike. 
Then, with horror, he saw an auto, 


coming to a stop, bump the man and 
send him sprawling onto the pave- 
ment just within camera range. 
Before Stu could say Sugar Ray 
Robinson, the elderly gentleman 
rose, dusted himself off, leaped and 
grabbed the mike away from the 
housewife-for-Nixon participant. 
“This woman is absolutely wrong,” 
he roared. “And nothing will stop 
me from what I have to say, not even 
a pack of wild elephants. . . .” 
Though Stu recovered after a time 
and managed to harness his con- 
testants, he now knows from first- 
hand experience that politics make 


strange curbfellows. 
* * * 


Sometimes you can’t see the an- 
tennas for the forest: However, 
there’s no doubt that forester Nelson 
C. Goehle of the city park in Lock- 
port, N.Y., is a television fan. When 
the city’s parks department dis- 
covered someone had been shooting 
out lights around ice rinks this past 
winter, forester Goehle turned to 
television for a nickname for the 
culprit—Restless Gun. 

“If we get our hands on him,” 
promised the forester, who was be- 
ginning to sound more like a tele- 
vision comedian, “the Restless Gun 
will rest in peace.” 

* * * 

The plot thins: You may have 
read that in the sparsely populated 
Greenland island of Disko a fellow 
reportedly strangled his wife in a 
drunken rage. Word was sent to the 
nearest police station on the main- 
land. 

But Disko is separated from the 
mainland by a 40-mile-wide sound 
which at the time was covered with 
ice. The ice is too thick for boats 
and too treacherous to walk on, so 


the murderer and his corpse will 
have to wait until the ice clears be- 


fore the police or Perry Mason can 
arrive. 

Sounds to us like a tv show plot 
for a refrigerator sponsor. A natural 
for an integrated commercial for one 
of those automatic ice-makers. 





7 - . » 2 a . — 
7 P ° a 
= “ 


. 7 : . - . 
ro » 2 . r > / «<Z - 
. oes 


THIS IS ALBUQUERQUE 2> 
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KOB-TV... 


offers DOUBLE DOMINANCE of the explo- 

ding Albuquerque area, now the 64th market 

in the nation in population. KOB-TV delivers 

the most homes in both metropolitan and total 

coverage areas and the most quarter-hour firsts, ca til hen 
day and night (more than the other 2 stations 
combined.) Your one buy to DOMINATE the 


billion-dollar Albuquerque market is KOB-TV. ee 





at 
505tOo 
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104 full color animated cartoons based on 
the 104 most popular children’s records 


Now your young audience can see, as 
well as hear, their very favorite stories 
and characters. For each 6 minute ani- 
mated cartoon uses as its sound track 
the actual recording on which it is 
based. And each recording has been 


>? 


proved a best-seller by actual across- 
the-counter sales figures. Mel-O-Toons 
gives you top animation. Top entertain- 
ment. It’s the perfect combination for 
record ratings in the successful tradi- 
tion of POPEYE and WARNER BROS. 
CARTOONS. Write, wire or phone... 


New York, 247 Park Ave., MUrray Hill 7-7800 
Chicaga, 75 E. Wacker Drive, DEarborn 2-2030 
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UNITED ARTISTS ASSOCIATED, INC. 


~ Dallas, 1511 Bryan Street, Riverside 7-8553 se 
e Los Angeles, 400 S. Beverly Dr., CRestview 6- > 








